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WOW TO SELL APPLIANCES & GIFT ACCESSORIES 


HOW TO SELL SAL ERW ARE 
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BECAUSE ROMANCE is the great new pattern—the 
pattern most women want to see. In its magnificent design, 
feeling of weight, richness of detail and finish, it 
carries on the Holmes & Edwards tradition of 

silverplate with the /ook and feel of sterling. 
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BECAUSE DANISH PRINCESS is today, after 14 years, still 
one of the great interpretations of Scandinavian 

design in all silverware ... and one of the all-time best 
sellers. Its continued success is insured by 
















contemporary trends toward modern design. a 
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BECAUSE LOVELY LADY continues to be an outstanding 
example of the delicately-pierced pattern. Its 

exquisite lacy design and detail is frankly feminine 
in its appeal, finds a ready market. | 
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Write Holmes & Edwards Division, The International Silver Co., Meriden, Connecticut for full information. 





olmes & Edwards patterns | 


loveliest in silver plate! 






BECAUSE MAY QUEEN is bidding fair to becoming one 
of the most popular silverplate patterns of all time—and 

no wonder — its classic richness combined with modern 
simplicity make it a favorite in every part cS 
of the country. va, 


BECAUSE SPRING GARDEN isa classic blending of fly; 
decoration and simple, gleaming silver surfaces. 
Individual and unique, Spring Garden bears the 





Holmes & Edwards stamp of superior artistry 
and craftsmanship. 








BECAUSE the Holmes & 
Edwards Collection Chest gives 
you an extra sales person to work 

in your store night and day. Holmes 
& Edwards 52-piece size chest dis- 
plays knife and fork of five patterns— 
plus regulation 52-piece service for 
8—and all information needed to al : 
close a sale. Fe te 
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SNAP-ON 


CARRING GUARDS 


A NEW OVER-THE-COUNTER ITEM 








WITH A READY-MADE DEMAND... 


A NECESSITY FOR 


EVERY WOMAN WITH EARS 


a ‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 

















Steel that snap onto the screw ends of earring fasteners. They pro- ° 

vide a non-slip grip that holds securely with only light pressure on 
VY ; the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
4 ) Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 
GUARDS will bring. You can sell her a set with every pair of earrings 
she buys, and for every pair she now owns. They fit all screw type 
earrings. 
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| Each pair mounted on a tent folder 
(shown actual size) that will stand in : ° 
your showcase. Dozen pair to a card Pe as 

(right) designed for self service. Price “aes, 
to the Jeweler, $3.00 per card. Retail tah aah 


50c pair, exempt from Federal tax. 


A. SAUER & COMPANY 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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The Cover 


The books pictured on the cover are 
“NOT for real; they merely sym- 
bolize the six capsule courses in this 
issue which are designed to provide 
a jeweler's extra holiday help with a 
basic indoctrination in the various 
lines sold in the jewelry store. 
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by Mareé 


Every distinguished piece 

in our new series of diamond- 
studded watch cases embodies the 
flair for elegance that typifies 

all Marce creations and the 
flawless craftmanship always 


identified by the WBO symbol. 


WILLIAM B. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 


OGUSH, INC. 


ENIOYING THE CONFIDENCE OF THE INDUSTRY 


33 WEST 60th STREET 








A Subsidiary of the Gruen Watch Company 
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To irreproachable quality, we add the 
gracious styling that outlives the years. 


R 
Manufacturers of Gold and Platinum Watch Cases 
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fo Ring can compare 
with the treasured Ring 
of the Bells of Good Cheet 
at the year’s festive end— 
And as they peal 
throughout the world, 
we add our sincere, best wishes 
for a Peaceful and Happy World 
to all our customers 
and good friends everywhere. 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS — IT’S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISION OF KARLAN & BLEICHER 





OFFICES IN CHICAGO AND LOS ANGELES 




















Season’S GREETINGS 


and our Best Wishes for a prosperous 1953 


FOSTER METAL PRODUCTS INC. Attleboro, Mass. 
oe ' “We at Foster’s, thank | | 


} meats you for a banner year.” 
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he Baker line of settings and findings is so 
comprehensive that the manufacturing jeweler 
will find in it everything he may need to pro- 
duce the new pieces he is creating. There are 


high fishtail and illusion style settings, our 


popular Masterpiece Illusion Line, circlet, 


skeleton, pearl spread-base and crown, emer- 
ald shape, square and high settings with four 
cramps as well as Tiffany types. We make 
findings for one-piece to five-piece mountings 
both light and heavy weight, stone plates in 
plain and fancy shapes, bases, bezels and 
round and square tubing. All are available 
in jewelry palladium and in gold. Besides 
these items we produce pins, joints and safety 


catches and solder for every purpose. 
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for 2 Fast-Selling 
Items 


Be sure you 
have a good stock of 
Southwind and Mr. Slim on hand. 

Both by Simmons . - - 

both getting their second 

big push in consumer magazines. 
If you haven’t ordered 

these two hot Christmas 

items, do it today. 

Both are Proven Sellers ..- 
both will mean greater 
sales and greater profits. 


Contact Your Simmons Jobber 
or Write 


rR. F. SIMMONS co. 


Attleboro, Massachusetts 


ORDER BY NUMBER ‘mR. SLIM" 
SET MS 2214, CUFF LINKS CL 221 
TIE CLIP TK 221 


*“SOUTHWIND”™ SET 
ND EARRINGS) LSS 1776 
177, EARRINGS SSE 177 
177, BRACELET SSF 177 


(CHOKER A 
CHOKER SSH 
BROOCH SSB 
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She'll be Delighted and Impressed 
when you give _ 





BY SIMMONS 


‘e's Rete 4% 
advertised thig luxurious sterling silver necklace arid ee? iter e 
“age sed in the Cruise fssue of Harper's Bazaar ~ 4 pili ee 
oe lionably styled and in perfect taste (Onl S ~~ 
painlessly the price fits ; Che ee ee ae will know how 
_- ak eS nas s a Christmas-strained .budget.) Bracelet aad 
atch if you want to really get in solid c jee oe 


and make sure 
someone gives you 


Mr slim 


The yes ae o- ° ; 
Te new shorter teal forthe ew numer 
sl amart, gleaming cuff links to 
inatcts = both in Simmons quality 
gested fp bhecd. A gilt to hep Pik : yd 
hint for, Both available in leatt- 
ing jewelry stores across the 
COUNTY. : 


. R.F. SIMMONS 
‘ . i awl COMPANY 
. le Attieboro, Massachusetts 


Canadian Distribeter: JACK WLEES 
44 King Street West. Toreste, Gatario 
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ELEGANT STYLING DISTINGUISHES \ = 
ALL BRISTOL DIAMOND RINGS J Ze 
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The old adage “Variety is the Spice of Life” aptly 
describes the extensive Bristol Line of quality Dia- a a 
mond Wedding and Engagement Rings and 14K 
Seamless Gold Wedding Rings. Our assortments 
assure you the proper ring to fill any 
‘calla requirement... and of course, 
Pf INS “economy priced”. 
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SEAMLESS GOLD WEDDING RINGS 


RINGS ENLARGED 


TO SHOW DETAIL A new selection of Extra Wide Diamond 


Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds ali around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 





_DIAMOND RINGS 


BRISTOL SEAMLESS RING COMPANY + 71 NASSAU STREET, NEW YORK 7, N. Y. 
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Tris Christmas let us all 
join in giving our deepest thanks for 


the freedom we enjoy. 
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JACOBY-BENDER, 


FOR DECEMBER, 1952 





Advertised in 4 colors 


in the December 8th issue of (W73 


NOT AUTHENTIC UNLESS STAMPED ON THE BACK WITH THE NAME TRIFARI DESIGNS PATENTED, 
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The interlocking 
feature that 
keeps rings 

TOGETHER 
with diamonds in 

FULL VIEW 
at all times 


Lock swings out 
from secret 
hiding place 


Keeps rings 
together in 
perfect position 


U. S. Pat. No. 2507348 
and other patents 
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INTERLOCKING 
BRIDAL SETS 


Here's what Jewelers are saying: 


Years of selling 
Feature-Lock has 
convinced me that 


they outsell all 
ofher rings! 


Always the latest in fashion! Always the finest in finish! 


There’s no guesswork about how Feature Lock sells diamonds for you. 
Feature Lock has been tried in every kind of jewelry store of every size 
in every kind of community. Results are the same everywhere; inspiring! 


Conclusive! Feature Lock will increase your diamond profits, too. 


« 
Feature Ring Company, Inc. 
126 West 46th St. New York 36, N. Y. 
NATIONALLY ADVERTISED : Sold only through Authorized Distributors 
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WHOLESALER ABoy 
BUSINESS BUILDER 








has — fet eg ap success: 


Box Package doubles as display fixtur: 
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» 256 Liberty Strest, 





Our Best Wishes for 
A Peaceful 195 
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REFINERS & SMELTERS 


FOR HALF A CENTURY 


JOSEPH B. COOPER & SON nc. 


25 West 47th St. © Phone JUDSON 2-3095 @ New York 19, N. Y. 
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LATHIN WATCH COMPANY 
580 FIFTH AVENUE NEW YORK 36, N. Y. 
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114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 

















How to head new customers your way 
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The ‘yellow pages’ of the telephone directory are ideal for 
bringing in new customers. 











The ‘yellow pages’ are the nation’s buying guide. Surveys prove 
that 9 out of 10 shoppers refer to them when they’re ready to buy. 
Do they see your name, address, telephone number and selling story 
under the classifications for all the products and services you sell? 
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The Directory Representative will gladly help you plan 
effective ‘yellow pages’ advertising as he has done for 
many, many dealers. Why not call him today? 


For Further Information Call Your Local Telephone Business Office 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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now under one roof 


All facilities from the 
rgolergoMmett-veeley ele mm comp etertyelten 
distinctive diamond jewelry. 
IMPORTERS e CUTTERS e SOURCE FOR THE TRADE 
From 1 Carat to 50 Carats you 


will find it at the HOUSE of DIAMONDS. 


Lrg Nuc. 
The H oune Liamends 
Ob Howey it Comal - 195 Comal 
Tew { ork 3, Ny 


COMPLETE MEMORANDUM SELECTION 
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BRUNER - RITTER, 


INC. 


our friends 
old and 
new 


* 630 FIFTH AVENUE * NEW YORK 20, N. 
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UNRIVALLED FOR BEAUTY 
UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 


Hand Carved 


ATL 
Viiteils 


Matched Wedding Ring Sets 





Designer Fred Barel has added to his ex- 

tensive line several new hand carved origina- 
tions that are more beautiful than ever... more 
exciting than ever ... more irresistible than ever. 


Brilliantly conceived and created in the re- 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- 
ing for their exceptional quality and au- 
thentic originality...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The Manufacturer 
Mats Available Free Upon Request : 


Bred Saref _ 24-Hour Service On All Special Orders — 


BRIDAL RING CO., Inc. * 87 Nassau Street » New York 38, New York 
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Inspecting catches in the Ballou findings factory. 


omplete and total inspection of the multi-million piece Output ' 


of our findings plant is carried out for the protection of our customers. 


This is one of many features that has built a nation-wide preference for 


Ballou findings over three generations. 
B. A. Ballou & Co., Providence, R. I. 


Distinctive features 


of Ballou findings 


are protected by Fi (ay Di NGS — 


letters patent 








SOLD TO THE MANUFACTURING TRADE 
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NOT merely water-tight... NOT merely water-resistant... BUT... 


WATERPROOF 


“AMERICAN-MADE WATCH CASES 









O 


Se 


O 


* (Remain WATERPROOF as long as crystal is intact, 
a back is properly put on and gasket is unimpaired) 
» O . . . . 
6 I.D. again makes watch case history with a new im- 


proved waterproof watch case. Enthusiastically 
approved by largest American movement manu- 
facturers and importers. Easy to assemble. Can be 
made to take all types of movements, including 
automatic. 


Hydraulic Compression 
Makes the Difference! 


\ 


— 


HYDRAULIC COMPRESSION is exclusive in Neer” 
America with I.D. Here’s how it works: While SS be 
back remains stationary, slotted retaining ring 1. BEZEL: highly styled, precision-made. 7 “U 
rotates on flange, compressing the flange 2. MOVEMENT HOLDER: Prongs hold ) 
against neoprene gasket in channel of bezel. movement tight against reflector, acting 
. ne : : as shock absorber, and eliminating jar- 
This eliminates the bunching up and flaking ring. 3. GASKET of Neoprene; impervi- 
of gasket which commonly causes loss of ous to acids, water, oil, grease, etc. 
f liti ° ™ ld-stvl 4. FLANGE BACK stamped from stain- 
waterproot!t qualities in the old-style screw- less steel, with precision-machined finish. 
back type of case. No need to use a wrench or 5. RETAINING RING (stainless steel). 


° . ° 7 Slotted for key. Precision-machined 
vise to tighten the new I.D. case. Hand-tight aeuniie, i, Ge ok Gaatinnnts ce. tee 


ening is sufficient to keep it waterproof. finish. With fibre pad that keeps key 
from slipping and scratching back. 


Y ILD. WATCH CASE CO,, inc. 








Serving Watch Manufacturers and Importers Exclusively Since 1910 


General Offices and Factory: 137-11 90th Avenue, Jamaica,L.!. - JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstm 
“y AS. SiS SiS <2 S22Z & SAS St7 St23 <t53 580 Fifth ionauan ee eee 
t Let Telephone PL 7-6373 
BVI 202 3 e302 4 Be CHICAGO OFFICE: William Bart, 29 E. Madison Street 
r a ap d LOS ANGELES OFFICE: 2 J. age ean. 
ested an rove 5 est 5th Street 
EASTERN AND CANADIAN REPRESENTATIVE: 
Dave Kay, 93 Nassau Street, New York, N. Y. 
SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau 
Street, New York, N. Y. 





by leading independent laboratory 
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% Scientists in a famous independent test- pe 
a ing laboratory (name on request) sub- fers. 
uss jected the new improved Series “C” vAg 
s¢2 1.D. Waterproof Watch Cases (as they | 
Bes + leave the factory) to the most exact- ¥ 
ing and critical tests and certified these 


5 
eas cases to be waterproof. <5) 4 
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STERLING SILVER (Rhodium Finish) 


Hittkstigelicte 


N-6047 


Necklace 
sxelaalate 





E-6047 


CARL-.ART, INC. PROVIDENCE © RHODE ISLAND 
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Young students of the Rhode Island | 
School of Design won Certificates of 


Award with these winning designs. The 
judges selected these, among others, 
as Outstanding creative ideas, showing the 
adaptability of chain to today’s jewelry 
fashions. Do you like the work of these 
student “designers of tomorrow’? 
They will certainly appreciate a letter 
of your comments and suggestions. 
Address the M.C.M.A. at 
Providence 5, R. I. 
Reprints will be furnished on request. 





Here is a Moneymaker for the Installment Jeweler 


eS. = ~ % More and more people are asking 
AN ae ;, 
= \\ ° . for ...and buying Linde Synthetic 
Z| | Stars . . . Distinctively mounted 
by Goodman & Co. Order today! 





























INFORMATION CHART 


Linde 
(Synthetic) Natural Linde stars duplicate natural stones in arresting beauty, 


m so) . . « 
Composition Same Same in every quality ... at a fraction of the cost. Constant 


Their magic beauty has captured the imagination of the nation! 


Hardness Same Same _ a P Eee ; we 
Cause of star effect Same Same am yaiue ... 4 teat ope EEE 


Type of Star . Same Same 
Specific gravity Same Same 
Refractive index Same Same 


promote additional volume at installment store levels. . . 





plus a generous profit to the jeweler. Enjoy plus business by 


featuring Goodman's Linde Stars this Christmas season. | 








GOODMAN & COMPANY 
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No. 870 BALLERINA CLOCK WITH MUSIC 


The show must go on!...and that it will, at the flick of a switch. 
The stage illuminates from above... picks up mirrored reflections 
that “‘dance in step” with the star herself; an exquisite figurine. 
Melodious music accompanies her intriguing routine. Dependable 
United clock movement. Size 12%” long, 10” high, 442” deep. Indi- 
vidually boxed. 


Approx. Retail Price $17.95 





WESTERN THOROBRED 
AND CLOCK COMBINATION 


A stately show horse with shimmering, 
beautifully detailed saddle and trimmings. 
True to the spirit of our West, the Clock 
case, too, radiates from an array of cowboy 
regalia. Dependable UNITED movement. 
Westinghouse-designed motor. Size 17” 
long, 1144” high, 5” wide. 

Individually boxed. 


No. 310—Horse Clock with 

Plastic Base. Approx. Retail Price $13.75. 
No. 315—Horse Clock with 

Wood Base. Approx. Retail Price $13.75. 

No. 320 — Silver Finish with 

Wood Base. Approx. Retail Price $14.50. 
No. 321— Gold Finish with 

Wood Base. Approx. Retail Price $15.95. 
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2379 De RACES AVENVE © CBREVUGCRLYS &,: MN. FT. 
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No.975_ , 
ENCHANTE ANNIVERSARY-TYPE ELECTRIC CLOCK 


French-inspired. 400 Day Style. Pendulum rotates quietly, and in 

perfect synchronization. Crystal-clear, shatter-proof plastic dome. 

24 K. “‘gold plated’’ metal components. Hand-decorated dial face. ; 
Size 13” high, 7%” wide (base). Individually boxed. 

Approx. Retail Price $16.95 

eee Cees 

No. 980 PERPETUA... Anniversary-Type 

Electric Clock. Pendulum Oscillates. | 

Approx. Retail Price $19.50. 
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ATURAL QUESTIONS 
WHEN A MAN IS SELLING 
A STORE OR STOCK 









Write, wire or phone your other 
questions. Reliable Gordon answers 
incurr no obligation on your part. 
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The world’s most modern 
watch “The Monodate,”’ auto- 
matic wind and day of the 
month calendar, water resis- 
tant, remarkably thin, gold 


The fascinating ‘Tri Compax” 
which gives moon phases, 
month, date, day and also 30 
minute and 12 hour timing 
records, sweep hand stop 


A national favorite the 
“Town and Country,” very 
thin, water and shock resistant. 
Exceptionally handscme, gold 
filled stainless steel back. $55 


Pru 


” UNIVERSAL 





Another version of the ““Town 
and Country” with a striking 
gold-on-black dial and famous 
“Citation Bracelet.”” $62.50 








i We 





watch. Stainless steel. $150 


filled. $95 


These world-famous watches make no other claims than: they 
are excellent in performance, individually tested to high standards, 
distinguished in appearance, exclusive in distribution, well worth 


the uniform and reasonable prices at which they are readily sold. 





Write for attractive dealer 
terms and information 
about these and other 
Universal best sellers. 


(All models 17 jewels. Prices 
include Federal tax.) Ad- 


vertising mats available, 


UNIVERSAL 


GENEVE 
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A truly distinguished automatic 
timekeeper in 14 kt. gold, new 
square ietes of great mascu- 
line beauty, with sweep hand 


and lapped gold figure dial. $225 


A magnificent automatic time- 
piece, 36 hour reserve, sweep 
second, gold filled, night reading 


dial. Water resistant. $67.50 


Unsurpassed, world-famous ladies caliber 219 wrist watches. 
Excellent performers in exquisitely executed white and 
yellow 14 kt. gold dress and sport models. Exceptional 
values at $71.50. 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N. Y. 


©H.S.W.A. 1952 
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ONCE AGAIN...IT’S TIME TO WISH YOU TH | 
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A. COHEN & SONS CORP. 


Announces the opening of 


EW WEST COAST OFFICES | 


November 17, 1952 


OS SONG ISG as, 


To serve our West Coast dealers with the 
utmost effectiveness we have opened new 
showrooms and warehouse facilities at: 


215 WEST FIFTH STREET 
LOS ANGELES, CALIFORNIA 


Here we will stock and feature all nationally- 
known lines as well as timely Everbrite 
and Crosby sales promotions. 


A. COHEN & SONS CORP. 


27 WEST 23raq S5T., NEW YORK 


aoe 


FANCY GOODS DIVISiON: ATLANTA OFFI 
po ee.) en, oe oe on PER CMYEREE SY... WN. 















































































































































































































































































































































































































































































































































CG hdibeen- Gorton 


WHERE SALES SUCCESSES ARE CONCEIVED 









































































































































































































































Announces be Dow 
Vin peril (Crown Sows 



















































































































































































INSPIRED BY THE FORTHCOMING CORONATION 
OF QUEEN ELIZABETH 










































































































































































The crowning achievement in the fine art of ring mounting 
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A worthy companion to the widely acclaimed 


“Tapestry” Series. 

















TO BE PRESENTED TO THE TRADE 
IN THE VERY NEAR FUTURE 
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Proudly presents — 


a great new triumph of 


WrehiasluleLdlaemelalt-\2-1111-)1) ae 


Here is the last of the outstanding SANDOZ 
advertisements of this year. During 1952, more than 
100,000,000 readers of LIFE and The New York Times 
Magazine—your customers—have seen and read 


> about SANDOZ watches—the thinnest, smartest, 


waterproof* and self-winding watches in the world. 


We know that even with the incomparable sales-appeal 
of SANDOZ watches, this advertising program 
would not have succeeded without the cooperation 

of you—the retail jeweler. Our success is due, in 


large measure, to your efforts. 


World's thinnest 


Thank you for your support in 1952—and for 1953, 


Shriro Watch Inc. is planning an expanded, continuous 





advertising program designed to bring more 
y and more customers into your store 
for SANDOZ watches. 





So, be sure to make SHRIRO and SANDOZ an 


important part of your plans for 1953. 


aig: 


December 15 Issue 


alaslellarMlahrolamelaveMaery-MU lire) ol-val-te ay YORK TIMES 
Oy iilclasielile ley clan alate late ureter MAGAZINE 


agelit $4975 F.T.I. December 14 Issue 





mite lal-ime|aele(- am WAN I-h yA 2 
self-winding precision movement, 
SV alole era -sibicelabemelabieiicrelal-tile 
extra-thin stainless steel case, 
exclusive Cromwell expansion band 


in gold filled and stainless steel. 


*Waterproof — providing crystal 





SHRIRO WATCH INC., 11 W. 42nd ST., NEW YORK 
eMces in Switzerland - Hamburg - London - Montreal - Hongkong - Singapore SHRIRO WATCH INC. 


Don ty : : 
‘ang - Manila - Tokyo - Osaka - Kobe - Djakarta - Ipoh - Kuala Lumpur. 11 West 42nd Street, New York 36, N. Y.—LOngacre 4-35 
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It takes machines and men 
and a touch of pride to turn 
out the world-famed “51”’ 
pen. From laboratory to work- 
bench, it’s interesting to see 
how public trust in a fine 


old pen name is guarded. 


People often ask if the Parker “*51”’ is an assembly-line 
pen product. When we tell them it isn’t—they wonder 
why not. Couldn’t special machines stamp them out 
en masse in the great American production tradition? 

Well—there are certainly many delicate machines 
involved in the making of Parker Pens. But machines 
are not enough. Individual craftsmen, people who 
take a real pride in their work and know exactly 
what they are doing, play just as important a part in 
a precision pen’s finished beauty and performance. 


42 
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Aue | QUALITY CONTROL CHART 37” 


Literally hundreds of individual checks and inspec- 
tions back up these artisans. But since it’s impossible 
to inspect quality into a product—it has to be built in 
—quality control charts rate each man and machine, 
hour by hour. Every step... from making the gold 
point to the final gossamer polishing of barrel and cap 
must hold to high Parker levels of quality. 

It takes the guesswork out of making Parkers. And 
it pays off in writing enjoyment for those who own the 


pen that’s become a legend wherever writing is known. 


THE PARKER PEN COMPANY 


Janesville, Wisconsin 
Chicago * New York + San Francisco 


Copr. 1952 by The Parker Pen Company 
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HARRY & BEN FRACKMAN 


1 NCO R P 9 R 
20 WEST 47TH STREET 
NEW YORK 36, N.Y. 


DALLAS EASTERN DIVISION 
Emil F. Burger Irv. Shreger 




















W. Tike iz = in 
_Announcing 


the iz andi of 


THE MATERIAL DEPT. 
of 


_M. SICKLES & SONS 


‘We Solicit Your Patronage’ 





WILLIAM S. WAPLES” 


731 Sansom Street | 
113-15 South 8th Street 





PHILADELPHIA 6, PA. 























44 THE JEWELERS’ CIRCULAR-KEYSTONE | 

















Platinum Metals Division*®**** °° 


67 Wall Street, New York 5, N. Y. 


and counter displays. 
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THE INTERNATIONAL NICKEL COMPANY, INC. 


[1] Yes, Iam anxious to use the radio spots. Please 
send the radio commercials to Radio Station 
__ and advise me of date of shipment. 


(1) Please send me your free palladium sales aids 


TO INCREASE YOUR STORE TRAFFIC 


Spearhead your promotions with “spot’ radio 


announcements about jewelry made of 


Palladium... Newest of the Precious Metals 


Perhaps you have hesitated to use 
“spot” commercials because of the 
high cost of talent for writing, pro- 
ducing and acting. 


Well, here’s your chance to get that 
talent free! And in many areas you 
can buy the radio time for as little as 
$5.00 for a one-minute commercial. 


Professional talent has produced 
four 30-second attention arresting 
recordings. The first one features 
two excited young matrons discuss- 
ing a wedding... the next, a group 
at a shower party ... then a young 
couple visiting a jewelry store... 
and the last, a group seeing reset 
and modernized old jewelry. Each 
minute is completed with a sug- 
gested script for your local an- 
nouncer and makes a strong appeal 
to the listener to visit your store and 
see your selection of palladium jew- 
elry. They also suggest that the 
people visiting the store can pick up 
an informative booklet on all the 
precious jewelry metals (supplied to 
vou, free, of course). 


Name 


In Addition 

Your radio commercials about beau- 
tiful and durable pure white palla- 
dium will be backed with a strong 
and continuing consumer advertis- 
ing campaign in Vogue, Harper’s 
Bazaar, Glamour, Seventeen, New 
Yorker, True. 


And there is an extensive publicity 
campaign including newspaper, mag- 
azine and radio items by leading 
fashion authorities. 


What’s more, helpful point-of-sale 
material such as booklets suitable 
for over-the-counter or direct mail 
distribution, and counter displays 
are also available free. 


Write today and ask for the material 
you want. The assortment of re- 
corded commercials and scripts will 
be sent to your local station. There 
you can hear them played and deter- 
mine which ones you want to use— 
so be sure to include station and ad- 
dress. Other promotional material 
will be sent direct to you. 





Address 





City 





State 
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DIAMOND DIGEST 


TWELVE CHRISTMASES A YEAR 


If you have ever watched a sailing 
vessel at sea, you may have seen this 
phenomenon: One minute the craft is 
cutting the water at high speed, its | 
sails billowing. The next minute, the 
vessel is motionless. Its sails, once 
taut, are limp and flabby. The ship 
no longer skims ahead. It may even | 
"lose ground". 

So it is with many jewelers. They 
concentrate their efforts and make 
their greatest profits during December 
of each year. Then once it has 
passed, they are content to coast 
along, satisfied to break even-—-or 
even to lose a little money each 
month. Forward—thinking merchants do 
make monthly plans to accelerate sales 
——but others remain becalmed, like the 
sailing ship. 

But there must be more than one 
Christmas per year for the jeweler. 
Today, with overhead sky-rocketing, he 
must make a profit every month. For 
example, before he gets ready for his 
peak season in December, he must plan 
his operation for January, February 
and March. Careful advertising plans 
are made, inventories are reviewed, 
and fill-—ins are ordered to take care 
of estimated sales for a three months' 
period. Furthermore, arrangements to 
promote individual items monthly are 
worked out, since successful merchants 
have found that the public is attract- 
ed by value and "newness". 

For years Arnstein customers have 
had the advantage of owning their 
diamonds at the lowest possible 
prices. Consequently they have no 
problem in offering customers value. 

Then, too, the promotional aspect of 
modern jewelry retailing cannot be 
stressed enough. For example, earlier 
this year Arnstein pleasantly startled 
jewelers with the DIAMOND DAISY CHAIN* 
promotion, the newest of all ways to 
sell diamonds. This 'add—a-—diamond' 
bracelet not only provides "plus" 
business immediately, but brings the 
customer back to the diamond counter 
year after year. | 

Hundreds of luxury articles compete 
for the consumer's dollar. Therefore, 
to bring Mr. or Mrs. Public into a 
jewelry store to purchase a diamond : 
requires real merchandising effort, | 
ingenuity, and willingness to plan for | 
one big Christmas and eleven junior 
ones each year. 


Wve Lev. Ubu, 4} CG. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
* D. Pat. & T.M. reg. pendiag. 
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| iben extent of Gladys Hannaford’s 
repertoire of anecdotes about dia- 
monds has always been for us a source 
of amazement. Somehow, diamond 
stories and anecdotes come to mind 
at the very mention of Mrs. Hanna- 
ford’s name. 

Recently, this noted diamond lec- 
turer passed on to us a story which is 
not amusing but rather serious. Its 
significance should cause us to con- 
sider our ways. It concerns the presi- 
dent of a large manufacturing com- 
pany in a Midwest city. With his 
wedding anniversary approaching he 
had the noble thought of purchasing 
a diamond ring for his ever-loving 
spouse. 

Visiting a local jeweler, he tact- 
fully indicated he would buy a cer- 
tain diamond ring if the price were 
“right.” The jeweler, standing by his 
business principles, refused to cut his 
price; but nevertheless he felt the sale 
would eventually materialize because 
the customer had expressed enthusi- 
astic interest in the ring. 

A few weeks later the manufac- 
turer telephoned the jeweler to say 
that since he received consideration 
and fair treatment from the jeweler, 
yet had not bought the ring, he felt 
an explanation was due. He then 
frankly related how he had gone to 
every jeweler in town. 

“Every one,” he said, “had been 
willing to cut their prices when I 
showed an interest in a ring—even 
the best of stores. One jeweler,” he 
continued, “had even encouraged me 
to name my own figure!” 
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His final remark to the jeweler was, 
“By that time, I was so confused | 
didn’t trust my own judgment. For 
her anniversary, I, bought my wife a 
painting which she expressed a de- 
sire for earlier.” 


o © 


pee in their intricate way, are 
somewhat similar to their mak- 
ers. After a long stretch of idleness, 
clocks also seem happy to be back 
on the job. 

Take, for example, the clock at the 
county courthouse in Hastings, Mich. 
Alas, it had been out of order for so 
long a time that when it was finally 
repaired recently it went out on a 
bong binge to celebrate. Its first sign 
of rebirth was to bong out a 21-bong 
salute for one o'clock. Its exuber- 
ance decreased at 2 o’clock when it 
gave out with only eight bongs. 

The town clock repairer, we are 
told, is investigating all this uncalled 
for (and unwanted) bonging. 


> © 


_- are a spirited group of 
rugged individualists, all of whom 
are most adept at reaching for pen 
and paper to write us about their 
sripes. Manufacturers and whole- 
salers, not to be overlooked, are 
equally adept at penning their gripes. 

Harry Fine, of Max Fine & Sons, 
New York, a most eloquent fellow in 
expressing gripes, has made a sugges- 
tion that JC-K regularly publish justi- 
fied gripes, whether they emanate 
from manufacturer, wholesaler or re- 
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tailer. We think Harry has an excel- 
lent suggestion and we hereby agree 
to publish a regular “What’s Your 
Gripe?” section in our pages. 

Now what exactly is a justified 
gripe? We would say that a justified 
gripe involves a situation where one 
person or firm clearly shows a lack 
of consideration for other people. 
Let us illustrate our definition by the 
following story, told to us by Harry 
Fine. 

One day Harry received a memo 
from a jeweler who accordingly 
ordered a “package of carat stones.” 
Now how vague can you get, Harry 
asks us and himself? What quality 
of diamonds does the jeweler want? 
In fact, what quantity? 

Let’s keep the (gripe) ball rolling. 
Drop us a note giving your legitimate 
gripe. Address all gripes to “Gripe 
Editor,” he is a two-headed chap, 
JC-K, 100 East 42nd St., New York 
17, N. Y. Our gripe editor literally 
wallows in gripes and we assure you 
that your gripe will receive his whole- 
hearted attention. And he won’ 
gripe about it, either. 


> © 


| \ perros prominently on the edi- 
torial page of “The New York 
Times” recently was a lively disserta- 
tion on stickpins. The newspaper 
writer, inspired by information obvi- 
ously supplied by the Jewelry Indus- 
try Council, pointed out that at one 
time the stickpin was the mark of a 
well-dressed man. Tiffany & Co., it 
was noted, sold many stickpins during 
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THE JEWELER’S WATCH LINE 





A MOST IMPORTANT FRANCHISE 


The Longines- Wittnauer watch line is so vast and varied in styles, types 
and prices that it can completely fulfill any demand in the price range 
from $37.50. Unsurpassed prestige, automatic consumer acceptance, 
powerful national advertising, unstinted jeweler cooperation, and the 
largest of all watch lines combine to make Longines-Wittnauer a most 


important franchise to the qualified retail jeweler. 


api Co. VL 


Since 1866, maker of watches of the highest character 
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the Victorian era, but today sales are 
infrequent. 

The article wistfully recalled the 
glorious past of the noble stickpin 
when it first came into popularity in 
the Eighteen Forties. 

The “Times” writer attributes the 
stickpin’s decline to the era of the 
“shirtwaist girl” when, during warm 
weather, it became proper for a man 
to carry his coat over his arm. After 
some time, the noble stickpin gave 
way to the tie holder and clip. How- 
ever, the pearl stickpin, rare as it is, 
ig still the accepted accessory with 
the ascot cravat for formal day wear 
and with a four-in-hand tie for semi- 
formal wear. 


> © 


i bey purpose of magazine covers is 
to capture the reader’s eye—a 
very difficult eye to capture. Some- 
times editors use covers to indicate 
at a glance the theme of a particular 
issue. 

JC-K’s December cover, you prob- 
ably observed, includes a group of 
books attractively tied together with 
a pretty ribbon. This is an effort of 
ours to be ingenious in directing the 
reader’s attention to the valuable 
editorial series in this issue. 

As everyone associates books with 
schools, and schools with learning, 








these books appearing on our cover 
are there to create interest in our 
“capsule courses” for beginners in 
the jewelry business. But PLEASE 
DO NOT send in orders for these 
books. They are only blank books, 
manufactured for the sole purpose of 
photographing. (Past issues, we 
might say, could very well be com- 
bined to form such books.) 

These capsule courses have been 
boiled down from the combined 
knowledge of JC-K’s editorial staff 
and the experience of hundreds of 
jewelers. So, inasmuch as we went 
to all that trouble to direct your at- 
tention to this 17-page sales training 
section, beginning on page 53, please 
put it in the hands of your new help 
immediately ! 
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y= things look dismal and we 
feel like the chap in the Charlie 
Chaplin film “City Lights” who con- 
tinuously seeks out a deserted water- 
front site to end it all, the sun breaks 
through, just like Charlie said it 
would, and the birds begin to sing. 
For example, we proudly point to 
a letter we received recently from 
H. R. Bloedel, Bloedel’s of Milwau- 
kee, Wis. The letter requested “five 
additional copies of booklets” en- 
titled “Merchandising Diamonds” 


“This model is called ‘Perfect Husband’'—completely silent 
and never lies." 


FOR DECEMBER, 1952 


and “The Merchandising of Rings.” A 
short time later we received another 
letter from Bloedel in which he re- 
quested eight additional copies of 
JC-K’s “Merchandising Diamonds,” 
eight copies of “The Merchandising 
of Rings,” and four copies of “Mrs. 
America’s Silverware 1950.” 

Since we are merchandising and 
promotion minded, nothing so pleases 
us as to hear that the alert Mr. Bloe- 
del will use these booklets as “the 
basis of our Fall sales training pro- 
gram during our four weekly sales 
meetings.” 


© © 


A’ times it pays to be practical, 
especially about monetary mat- 
ters. But then again, over-practical 
people usually cut a lamentable figure 
in the eyes of others. 


Earle Meacham, a Southwest jewel- 
er, once found himself face to face 
with an over-practical woman who 
asked to look at baby rings, cups, etc. 
Being an alert merchant, Meacham 
knew she had just become a grand- 
mother. The jeweler rolled out the 
purple carpet and proceeded to show 
the woman his entire stock. 


Some 45 minutes later the woman 
turned abruptly to the jeweler and 
said, “I guess I better wait a few more 
days since the baby is kind of puny 
and might not live.” 

This callous statement stunned the 
jeweler and left him speechless. He 
has often thought of what would have 
been an appropriate reply. 


© © 
LTHOUGH some jewelers’ busi- 


ness experience stories, as the 
one above, reveal the callous side of 
some people, such stories cannot be 
considered typical of the many busi- 
ness experience letters we have re- 
ceived in recent months. 


A good number of jewelers have 
written us letters describing situa- 
tions which bring out the sentimen- 
tality and devotion of people. The 
jeweler’s daily routine of meeting the 
public also brings out instances of 
situations fraught with tender and 
comic as well as tragic overtones. 

Sit back for a moment and recall 
some past experiences. Which one 
stands out most vividly in your 
mind? The odds are it is one which 
will make you chuckle, if not pull at 
your heart strings—and JC-K pavs 
$5 for every one published. 


49 











TO OUR JEWELER AGENCIES 


A Reminder To YOU About 


NATIONAL ADVERTISING PROGRAMS 


For YOU—The Most Significant in the Industry Because They Build Prestige and Reputation 
As Well As Sales—and They Feature Your Store As The Outstanding JEWELER Of Your 


Community. 





TELEVISION—(2nd consecutive year) 


The Longines Chronoscope — CBS, coast to coast, 3 times weekly 

















TELEVISION—(4th consecutive year) 
Special full hour gala Thanksgiving Day Festival — CBS, coast to coast 




















TELEVISION—(3rd consecutive year) 


Special Christmas Day musical treat — CBS, coast to coast 











RADIO—(13th consecutive year) 


The Longines Symphonette — CBS, coast to coast, Sunday afternoons 














RADIO—(6th consecutive year) 


The Wittnauer Choraliers — CBS, coast to coast, Sunday evenings 








NATIONAL MAGAZINES—(40th year) 


Merchandising advertisements for Fall and Christmas shoppers 





SPORTS —(50th year) 


Millions of readers among the free-spending sports fans 








ANNIVERSARY Symphonette-Choraliers Record Album Promotion 


An exclusive November Pre-Christmas traffic building campaign for our jewelers 











Tune in these Longines-Wittnauer radio and television programs yourself—read the ads — 
and experience the feeling of pride and enthusiasm as you realize that these programs are your 
programs and that they build prestige and reputation for your store as the Longines-Wittnaucr 
Jeweler Agency in your community. 


THE JEWELER’S WATCH LINE 


THE JEWELERS’ CIRCULAR-KEYSTONE — 
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4th great give-away by 1847 Rogers Bros. set to help sell your juvenile silverware! 


OR the fourth successive year, 1847 Rogers Bros., via 
“Queen For A Day,” offers to put a “silver spoon” into 
the mouth of every lucky baby born on New Year’s Day! 


Every radio station (543 of them!) that carries the hit 
“Queen For A Day” Show will broadcast “plugs” for 1847 
Rogers Bros. juvenile silverware! 


Announcements of the offer will be repeated through 5 
shows a week, starting December 5. And every New Year's 
Day baby receives a Baby Feeding Set (twins get complete 









Baby Feeding Spoon $ 75 
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1847 Rogers Bros. top-selling juvenile gifts! 


Step-up Sets) all absolutely FREE from 1847 Rogers Bros.! 


How to exploit it! Naturally, folks in your area will be 
talking about the “1847” baby offer. Tie in! 

FirsT, get your “1847” juvenile gifts into your window, 
out on counters. 

SECOND, advertise the line with special tie-in mats: num- 
bers E-465 and E-471. Both mats, featuring “1847” juve- 
nile best-sellers, are yours for the asking. Address: Adver- 
tising Department, 1847 Rogers Bros., Meriden, Conn. 





2 1847 ROGERS BROS. 


AMERICAS FINEST SILVERPLATE 


A Product of The International Silver Company 
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( oncaarunanions. You are now part of one of the 
world’s oldest and most respected trades. As one in the jewelry business 
it is your privilege to sell, not just pieces of merchandise, but gifts which 
will serve as symbols of love, affection and friendship. It will be your 
pleasure to counsel on the selection of pieces which will convey, far 
better than words, life’s finer sentiments. 

You understand the underlying human emotions which activate the 
desire for jewelry for you have given or received jewelry store items 
yourself. This is fortunate, for it is as important to love the merchandise 
you are selling, as it is to know it. 

Of course, the better you know it the more effective will be your 
selling efforts. 

For that reason, we present oy the following pages, highlight infor- 
mation on lines found in the average shop. These are not technical 
articles, they are not detailed treatises, they are not scholarly presen- 
tations. They are capsule courses, easy to read and digest, providing 
background material which will give you greater confidence as you face 
your prospect across the counter. 

We have prepared this presentation so it will make interesting 
reading for you. It will enable you to offer a more sparkling and better 
informed sales talk as you present the fine merchandise you are now 
privileged to offer. 

Good fortune to you. 


16 PAGE 
CAPSULE 
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HOW TO 
SELL 
DIAMONDS 





“A DIAMOND TS FOREVER” 


... and one of the most fascinating 
and satistying 
things fo sell. 





The beginner should ask the advice of experi- 
enced help and be ready to call for assistance 
in making sales involving technical questions. 


How many times have you stood before a jeweler’s window 
(perhaps the very window of the store in which you are now working) and 
been fascinated by the display of diamonds? 

Remember too, how you then decided that when you were ready to buy 
a diamond you would buy it at some particular store? You reached that 
decision because you had a feeling of confidence in that establishment. 

Similarly, when a customer approaches the diamond counter behind which 
you are standing, you can be reasonably sure that that customer has confidence 
in the integrity of your store. 

It is, therefore, to your benefit to do everything you can to sustain that 
confidence by intelligently answering the questions which are in the customer’s 
mind. If you do this you will make sales of diamonds. that stay sold. 

But, say you, “I’m not a gemologist; I cannot answer all the questions | 
might be asked about diamonds.” 

That is true, but it is not necessary that YOU provide the answers. It is 
merely necessary that you transmit the answers which have been provided 
for you. 

For example, when the customer enters the store, he, she or the young 
couple, have a rough figure in mind as to what they want to spend for a diamond. 
When you offer a piece for their consideration there arises in their minds even 
if they don’t express it aloud the question “Will I get my money’s worth?” 
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Now if you have confidence in the integrity of white, identified in diamonds, though on some of 
the principals of the store in which you are working, the badly off-color stones, tending toward yellow 
you can take their word for it that the tag on the and brown, the off-color is evident to even the 
piece of jewelry you are showing, carries the fair untrained. In the event you should become involved 
and honest price for that particular diamond piece. with a customer on any such technical aspects, be 

It was bought for your store’s stock by someone quick to call upon a more experienced sales person 

in the organization who is a connoisseur, has the to take over. 
| “Lnow-how” on fine gems. He, in turn, bought it 
| from a dependable source from which he has prob- NATURE IS RARELY PERFECT 
| ably been buying diamonds for years. 4. Clarity: The clarity, or degree of flawlessness, 
| He has bought it on the basis of the following of a stone is one of the big questions in the mind 
quality factors which determine the value of dia- of the diamond customer. It is best to first impress 
monds; things you should tell your customer. on him that rarely is nature absolutely perfect. 
However, in diamonds the fewer and less important 
SIZE IS BY WEIGHT the imperfections, the better the stone from this 

1. Size: Diamonds are sold by weight, by the standpoint. If such imperfections as a spot of 
“carat.” The carat measure is divided into a carbon, a bubble, or a feather cannot be seen under 
hundred parts, each part called a “point.” For '  ten-time magnification, the stone can be classified 
example, a 50-point diamond is a half a carat. as flawless. Of course, point out, if you have iden- 

However, a l-carat diamond is worth more than tified the flaw under a ten-power loupe, how the 

| two half-carat stones. This is because the larger flaw cannot be seen by the naked eye and has little 
stones are more scarce than the smaller ones. (The apparent effect upon the over-all beauty of the 

tag on the jewelry will tell you the carat weight of diamond. 
the stone or stones.) But size is only one of the Above are the highlights on the fundamentals of 
factors determining the value of a diamond. The diamond values, in which your customer is inter- 
| others are, the CUT or Make of the gem, the ested and which you should explain, but be careful 
COLOR of the stone, the CLARITY or Flawlessness you do not over-extend your limited knowledge. 
| of the diamond. Be ready to turn your customer over quickly to a 
more experienced person as soon as you begin to 

v CUTTING PERFECTION IS IMPORTANT feel you are “getting in over-your-head.” 

: 2. Cut: The degree of perfection achieved by the In closing we refer you to the series of articles 


diamond “manufacturer” in cutting and polishing in last month’s (November, 1952) issue of this 
_ | the rough stone has an important effect on the value magazine, entitled “Make Your Christmas Sparkle 
of the finished diamond. A _ well-cut brilliant With More Diamond Sales.” 
(round) diamond has 58 facets (faces) polished 
on its surface. Each of these facets must be polished 
1 | to minute accuracy in relation to the other facets 


ee and in relation to the size of the stone, if it is to The — ale pags _ r diamonds 
. ont : a , marquise 
have maximum brilliance (reflect and refract the we al the brilliont. q : 


light rays properly). 

There are, of course, different shapes of dia- 
monds other than brilliant (round). The most 
frequently seen fancy shapes are pictured in the 
“Glossary” which appears at the end of this series 
of articles. 


FINEST STONE IS CRYSTAL CLEAR 
3. Color: Although a diamond reflects all the 


colors of a rainbow, a fine color diamond is clear; 
like a crystal-pure drop of water. The more nearly 
it resembles this, the finer it is in color. It takes a 
real expert to grade the more than 200 shades of 
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“190,000,000 Ticks a Year’ 


delicate “heart” of 


the watch... 
civilization’s marvel. 





The beginner should have his jeweler or de- 
partment head go over this series of articles 
with him and, amplifying the material which 
they contain, giving information more finely in 
line with the jeweler's particular stock. 


Warcues are most likely more familiar to you asa 
new salesman than any other jewelry store line. You own one yourself 
(perhaps two) as do the majority of people. Also you have pretty definite 
ideas as to what you want in a watch—as do most of the people vou will 
meet as customers. 

Now, the jeweler has always enjoyed public confidence as THE author. 
ity and THE source for good watches. This confidence is the jeweler’s, 
and now your, strongest selling appeal over the competition of “bargain 
price’ stores which are not traditional distributors of watches. Your 
selling has this “head-start’”’ advantage with price-conscious customers. 

From your new point of view behind the counter, as well as for the 
average customer on the other side of the counter, a watch is a highly 
technical and complicated piece of mechanism. But that is no concem 
of yours; leave that to the watchmaker. Of the explanations you may be 
called to give, few will be of such a technical nature as to concern you. 

As for the public, a generally accepted yardstick on the value of 2 
watch is the number of jewels. The jewels in a watch serve as bearings 
for certain moving parts, protecting those parts against wear. In the 
continued accuracy of the timekeeping qualities of a watch. their function 
is invaluable. 

A 17-jewel watch is generally considered as having all the jewels 
needed to protect the points of greatest wear. Some watches have additional 
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jewels functioning in connection with other, but less 


active, moving parts. 
However, comparing the quality of watches by 


the number of jewels only, is like comparing a car 
by its number of cylinders. A Ford and a Cadillac 
both have eight cylinders but there’s a vast differ- 
ence in the quality of performance and the length 
of top efficiency provided by the motors of the two. 
There is also a great difference in qualities of 
watches, governed by other factors than the number 
of jewels. Chief of these is the workmanship, not 
only on the parts, but also on the assembly of those 
parts and the adjustment of the completed move- 
ment. 

There are watches that are mass-produced by 
manufacturers who are producing “to a price’— 
others which are mass-produced but to higher 
standards, and then there are those watches that 
are made in limited quantities under extremely 
careful and precise manufacture. That is why 
watches are available in qualities all the way from 
run-of-the-mill to the finest precision-made qualities. 
That is why, too, there is such a wide range in 
prices. 

This applies to both American and Swiss watches 
if the question of “which is the better watch” ever 
comes up. Both countries produce fine watches— 
both countries make cheaper lines. The country 
of origin alone is therefore no criterion in the 
selection of a watch. 

You will soon learn the names of the watch lines 
your store carries and recognize the quality and 
price brackets of each. The average jewelry store 
stock will be made up mainly of good quality 
watches with most of them priced in line with the 
economic status of its customers. There will also 
probably be a representation of some of the very 
high-priced fine quality watches which appeal to 
those customers who want only the best. There will 
also be a stock of low-priced watches for those 
customers who want a good timepiece, perhaps 
for work. 

Another quality factor in a watch which governs 
its price is the case. The main purpose of the case 
outside of its very important style appeal, is to 
protect the complicated mechanism it encases. It 
must be substantially made and accurately fitted. 
The case may be of karat gold, gold-filled or a com- 
bination of gold front and stainless back. Platinum 
or palladium is used in the higher-priced and high- 
styled watchcases, particularly those which are 
diamond set. The material used in the case reflects 
importantly in the price of the watch. 

In every jeweler’s stock you will also find at 
least some special-feature watches, such as the 
calendar watches, chronographs or “timers,” auto- 
matics or self-winders, as well as a selection of 
shock-resistant and water-resistant watches. Each 
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of these has its own particular purpose and appeal; 
the latter two offering particular sales appeal to 
the customer looking for a watch that will stand 
some abuse. 

In addition to pocket and wrist watches, you 
will find that watch movements are cased in the 
form of attractive boudoir, travelling and desk 
clocks. These are widely priced and their appeal 
and use so wide for men and women, young and 
old, that such a gift selection offers a welcome sug- 
gestion. Don’t forget them, or overlook the possi- 
bilities to be found in the other attractive clocks, 
hall, mantel and kitchen, offered with electric or 
spring-wound mechanisms. 

There is one important phase of your efforts in 
the watch department where you can make con- 
spicuous records for extra sales; that is, in the 
selling of watch attachments. The millions which 
have been spent in advertising them, their practical 
value and their handsome appearance make them 
easy to sell. Just remind the person who has bought 
a new watch, or one who is calling for a watch 
repair job, of the added beauty of a watch which 
is complete with a handsome matching band. You'll 
be surprised how receptive and appreciative most 
customers are for your suggestion. 

The foregoing information hits the high spots of 
the essentials you need to shape your selling con- 
versation. Naturally, you will go on from here 
and pick up additional information from the 
experienced salesmen in the department. Also, 
some of the watch manufacturers provide the jeweler 
with illustrated, easy-to-understand material for 
counter use. These will not only be a source of 
more detailed information for you but also of help 
in pointing out to the customer the quality factors 
inherent in a good watch. 
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“A NOBLE METAL”... 


Silverware, an age-old 
symbol of graciousness 
and hospitality. 


The beginner should know how the merchandise 
can and should be used, thus providing a sales 
talk with authority and establishing confidence. 


‘ae desire for beautitul silverware is deeply rooted in all 
women. This desire, created by traditional forces as well as national adver- 
tising can make your service in the silver department a pleasant experience. 

- For, you will be handling works of beauty—items which you know from 
personal experience add graciousness to the dining table. Your work should 
also be comparatively easy because there is a minimum of technical data 
necessary to the presentation of silverware. 

However, if the customer should ask some technical question, your having 
the right answer at the tip of your tongue will be helpful to you in your 
mission. Being able to answer questions with assurance and authority will 
instill confidence in your sales presentation and give the customer confidence 
in the merchandise you are offering. 

Fine silver is passed on from one generation to another, and consequently 
becomes a family heirloom. So do not expect customers to make their 
selections of patterns too quickly. 

Of course, you know what sterling is. This is an alloy of silver which is 
as pure as practical for tableware use. Pure silver is too soft, so it is alloyed 
(92.5 percent silver with 7.5 percent copper) to make “sterling” silver, which 
is beautiful yet strong. 

Silverplate is pure silver plated on a base of nickel-silver, the latter an 
alloy which is hard, tough and near the color of silver. 

There are two other trade words which you will be using frequently: flat- 
ware and hollowware. 

Knives, forks and spoons are designated as flatware. Everything else, 
such as tea sets, bowls, dishes, trays and similar items are referred to as 
hollowware. 
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But, of more importance than all the silverware in relation to her home furnishings and archi- 














































technical information you can absorb is your tecture, you can truthfully say, “Any silver pattern 
development of the proper silver selling attitude. that you really love is appropriate for your table.” 
Actually , selling silver is a technique—a frame of The moment the customer decides upon one 
mind in which you forget yourself. pattern, put aside all others and concentrate on her 


selection. If facilities permit, set a dinner plate, 


J CUSTOMER VISUALIZES SILVER IN HOME butter plate and goblet on a pad so that she can 
‘h a ey ee visualize how the silverware will appear on her own 
4 Sos se 
is making a decision of semi-momentous propor- 


tions. She does not see the silverware you are 
presenting as One piece or even as a place setting. 
She sees it as part of a beautiful table setting in 
her own home, as a symbol of her own personal 


COMPLETE SETS OR PLACE SETTINGS 
When people buy silver plate, they usually buy 
an entire service. A service for eight, for instance, 


quality and graciousness. To her. the coffee set would include eight knives and forks, eight butter 
you are showing is not in your store but on her knives, eight salad forks, eight teaspoons, eight 


dining room or coffee table and she vividly sees soup spoons and a few individual pieces. 
Sterling silver purchases, however, may follow a 














herself pouring for guests. Because of this, your . 
approach to prospective silver customers should be different channel. Here it may be to your advantage 
friendly and full of understanding for the cus- to talk in terms of “place settings.” A place setting 
remmer’s mood. is made up of a knife, fork, salad fork, butter knife, 
To be as helpful as possible, you should become teaspoon and soup spoon. 
well acquainted with the variety of merchandise 
in your silverware department. See for yourself DON'T FORGET EXTRA PIECES 
why some patterns cost more than others. Note the In addition, there are a great variety of open 
finer detail in some of the designs. Note the stock items—referred to as extra pieces—which are 
smooth finish where the bowl of the teaspoon flows essential before any silver service can be truly con- 
into the handle. Note too the greater weight (more sidered complete. 
sterling used ) in the more expensive sterling palt- These are such items as gravy ladles, salad 
terns. When it comes to plated ware also, see how servers, olive forks, sugar tongs, cold meat forks, 
certain brands of plated flatware carry additional etc.; appropriate gift suggestions because of their 
silver at the points of greatest wear. wide price range. 
A highly popular gift item, especially at Christ- 
KNOW CORRECT TABLE SETTING mas time, is silver hollowware. For the undecided 
You should, of course, know the correct use of shopper who is seeking that “extra-special” gift, 
different pieces and how a table should be set. nothing can be more satisfactory than hollowware. 
In presenting a pattern of flatware, state the Also satisfying is its wide price range. 
name of the manufacturer, the line—‘Oneida’s In closing we remind you to study your stock. 
Community Plate” or “International’s Holmes & | For, your work in the silver department will be a 
Edwards —or “Reed and Barton’s Sterling,” etc.., pleasant experience if you come to love silverware 
etc.. etc. for its beauty. 





Customers, just as you would be, are impressed 
with nationally advertised products. 

Well designed, carefully manufactured and finely 
finished lines of stainless steel are now being offered 
by several manufacturers. Whereas stainless was 
previously available in “kitchen quality” only, today 
there are lines of unquestioned “jewelry store 
quality.” You may find some in your store, in 
: which case it would be well te have the jeweler 
tell you more about the line he carries. 
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MOST PATTERNS HARMONIZE 


One important thought to convey to your cus- 
lomer is that, while the pattern you are showing 
may be of some particular period or style, it will 
probably be harmonious with all other designs of 
china or crystal. To a customer who raises the 
question of the “rightness” of a particular pattern 
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TABLE TOP FASHION” 


Beautiful, china and glass— 
the complements of 
fine silverware. 








The beginner should digest the fascinating and 
informative literature of manufacturers. 


I. IT Is your fortune to find yourself assigned to the china 
and glass department of a fair-sized jewelry store—or if you are in a smaller 
store where china and glass may be located in the same area as silverware— 
you are in for a fascinating Christmas selling season. For here is something 
on which you probably already have background information. You may have 
shopped for your own fine china and glass and thus acquired some knowledge 
that will serve you well now. Perhaps you now know the difference and 
can distinguish between china and earthenware, between blown glass and 
pressed, and between a cut or etched design. If you don’t, ask to be shown 
how you can easily recognize the distinguishing characteristics. 

Such fundamentals of the business you need to know. Therefore, to 
simplify your problem, you will find in the “glossary” following this series 
of articles, a list of china and glass terms—terms which you will find most 
helpful in presenting merchandise to your customer. If you intend to remain 
permanently with the store, you will want to learn about china and glass 
in much more detail, of course. (To do this write Jewelers’ Circular-Keystone, 
100 E. 42nd St., New York 17, N. Y., sending 35 cents for a copy of the 
booklet, “Merchandising China and Glass.”) In the meantime a brief study 
of the definitions given here will give you a working knowledge sufhicient 
to carry you with a majority of your customers. 


Just as important as technical information is your understanding of the 
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customer, herself. Let us take a look at her. li 
she is buying for her own use, she will be in one 
of three distinct groups: 


THREE PRIME GROUPS 


1. The young brides-to-be. 2. The brides-of- 
vesterday, or 3. The young teen-agers who will be 
the brides of tomorrow. 

If your customer is a bride-to-be you may find 
that she is listed in your store’s Bridal Register, 
where she has registered her choice of pattern in 
silver, china and glass. If she hasn’t so registered, 
suggest that she do so. Thus, her friends, seeking 
a Christmas or wedding gift can know what pieces 
she possesses and what others she would like and 
buy them for her in her favorite pattern or design. 
For those in this group the most convenient way to 
assemble a complete set of china and glass is by 
place settings (the basic number of pieces needed 
to properly serve one person). 


A SIMPLE ROUTINE OF SELLING 


Allow your customer a free rein in inspecting the 
china and glassware patterns available. Show her 
your display racks full of beautiful pieces, give 
her an idea of the prices so she can reveal the price 
area in which she is interested. When she expresses 
a preference for some particular design in china, 
then pick a design of glassware which you think 
looks well with the china, select a place setting of 
silverware in her pattern and actually lay out a 
complete place set-up on a napkin spread on the 
counter. If your store has a cloth-set table for this 


purpose, so much the better. 


As you will see quite often, the customer has a 
pretty good idea about what type and price of china 
and glassware she wants before she enters the 
jewelry store. She will many times have already 
selected a pattern from a national advertisement. 
So, you have only to guide her gently toward appre- 
ciating some particular ones in your stock to close 
a sale. 


THE FINEST PROSPECT 


This is true particularly of those customers in 
the No. 2 group, that is composed of women who 
are brides-of-yesterday. Older than the brides-to-be, 
this prospect has probably longed for years to have 
a beautiful set of really fine china and glassware. 
She has also probably studied all the women’s 
homemaking magazines and is in a position to 
know what she wants. What is more, she has the 
money to buy it. Such a person is a prospect for 
eight or twelve place settings in china and glass- 
ware. This customer is in the age group where you 
may find her in search of a suitable pattern for her 
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daughter. Also, she may be calling on you to check 
your Bridal Register so she can select a suitable 
gift in the proper pattern for a young bride who 
may be a friend or relative of hers. 


The young teen-agers just laying plans for their 
hope chests make up the No. 3 group whose mem- 
bers you are likely to find yourself facing over the 
counter. A girl in this group will probably buy 
only a few pieces, but she will return several times 
during the next few years before her marriage for 
additional pieces. She is, therefore, very valuable 
to your store, deserving of your courtesy, patience 


and help. 


COORDINATE—SET ALL THREE 


One thing to remember is that a china prospect 
is also a prospect for silver and glassware—all 
three are necessary to make a fashionable table. 
In this connection it is worth keeping in mind that 
though certain designs on silverware, china and 
glass can be considered as matching (a floral design 
with a floral design—or a geometric design with a 
eeometric design, for examples) it is quite proper 
and in good taste for all three to be of different 
patterns. Of course, extreme mixtures, such as a 
California-modern china and an antique-type fancy 
rococco pattern of silverware should be avoided. 


Study the “Glossary” of terms which follow this 
series of articles. Study your stock in connection 
with the material presented there and the informa- 
tion provided in manufacturers’ literature. Equip 
yourself as well as you can with knowledge. Then 
approach your customers with the pleasant thought 
that you are going to share an enjoyable experi- 
ence with them—and you will. 





















































“A CONTINUING SYMBOL” 


Colored gems, and 
jewelry, are deeply 
significant symbols 
to the wearer. 


The beginner should study his stock and the 

price tags attached to the various pieces so 

that he can teach himself as much as possible 
before calling for outside information. 


C OLORED-STONE rings and jewelry constitute one of the most 
interesting lines in the jewelry store. You, yourself, have probably been fas- 
cinated many times by such displays of colored stones and pearls in jewelers’ 
windows. It’s likely you have also been intrigued by the way these stones 
and pearls are used alone, or in combination to create beautiful rings, 
bracelets, pins, earrings and necklaces for women; links, studs and tie clips 
for men. 

Now here you are faced with the problem of how to intelligently sell 
this jewelry and you think to yourself—“Why I don’t know one stone from 
another. All I know is that a ruby is red, a sapphire is blue, an emerald 
green, and a pearl is white.” 

You know too, that if all you had to go on was what you could learn 
from looking at a lot of different colored stones in a ring tray, you couldn’t 
tell one stone from another. But don’t feel too bad about that because an 
expert has tagged those various stones in your stock, so you can’t go wrong. 
Every store has its own system of identification and tagging and this will be 
explained to you. 

The bulk of the colored stone business in the average jewelry store is 
in the less expensive stones. These are usually set in birthstone or other 
types of rings and in moderately priced jewelry. The high priced, precious 
colored gems are most often sold in the diamond department. 

Before we go into the colored stones a word is in order regarding the 
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current fashion popularity of pearl strands and 
pearl jewelry. Simulated (imitation) pearls are 
low in price. Cultured (oyster made with the aid 
of man) pearls are extremely popular, having the 
beauty of oriental pearls, but available at a reason- 
able price accessible to the great numbers of the 
public. Ask your jeweler to explain his stock of 
cultured and imitation pearls. 


THREE CATEGORIES OF COLORED STONES 


Colored stones used in jewelry fall into three 
main categories: 1. Genuine stones, those formed 
by nature; 2. Synthetic stones which are man-made 
reproductions identical with natural gems chemi- 
cally and physically; and 3. Imitation stones which 
are man-made reproductions of the genuine but do 
NOT have chemical and physical characteristics 
similar to the genuine. Whatever the stone or stones 
in a particular ring or piece of jewelry, you can be 
sure the jeweler has it correctly identified and 
marked so you can safely transmit the information 
on the price tag to your customer. 

Just a short time ago you were on the other side 
of the counter. You didn’t want a lot of detailed 
scientific, technical information you couldn’t under- 
stand and wouldnt remember. 

Your customer wants to know and should be 
told if the stones are genuine, synthetic or imita- 
tion. In the case of a birthstone. he, of course, 
should be directed to the correct stone or stones 
for a particular month and perhaps the historical 
significance of that stone. This will be interesting 
information which he will enjoy hearing and which 
he can transmit to the recipient of the gift. You 
don't have to be a walking information library to 
be able to advise your customers on the correct 
birthstone in each of the 12 months. Every jeweler 
has a list of the various birthstones which you 
should keep handy for your quick reference. A list 
is given in the “glossary” which follows this series 
of articles. 


ALTERNATE BIRTHSTONES FOR SOME MONTHS 


You will note on glancing at this chart that some 
months will list more than one stone; March, for 
example. Aquamarine and bloodstone are both 
listed as birthstones for March. This is to provide 
a selection for that month which would offer a 
“masculine” as well as a feminine stone. Aqua- 
marine does not adapt itself to wear by men so the 
males are given an alternate stone to wear that 
better lends itself to men’s jewelry. 

Any further information of a general nature 
régarding the characteristics of the various gem- 
stones is going to be a help to you in selling stone- 
set jewelry. Here again, this material is not of a 
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technical nature but simply that of information to 
the customer—things he would like to know, things 
that provide you with intelligent selling conversa- 
tion. What are the various colors available in the 
different gemstones? What are the various shapes 
or cuts of the different stones? There’s nothing so 
complicated or technical about this information 
that you need be afraid. Refer to “glossary” of 
trade terms. 

Most of the rings and jewelry with which you'll 
come in contact will be of gold in some form. The 
higher priced items will be of karat gold in various 
qualities—10, 14 or 18 karat. Pure gold is 24 
karat, too soft to wear well, so it is mixed with a 
harder metal. Thus, jewelry marked 14K is 14 parts 
of gold to ten parts of hardening metal. You will 
find most rings 10K or 14K gold, seldom 18K or 
softer. This is because rings take the hardest wear 
of any jewelry and softer alloys would wear too 
easily. Other jewelry will be made of platinum 
or palladium, both white metals, both noble metals. 

You will notice that some jewelry is stamped as 
Gold Filled or Rolled Gold Plate. Such stock is 
made of a layer of gold (of some specific karat 
quality) bonded on to a base metal. It wears 
longer than gold plated jewelry which is made of 
a base metal electrically plated with gold. 

Speaking of the variety of metals, suggests a 
particular line of jewelry which is good to keep in 
mind as a gift suggestion, i.e., emblem jewelry of 
all types which is made of all types of metal, plain 
and enamelled, colored stone and diamond set. 

There is, of course, much more you might learn 
but the information here will provide you with a 
conversational knowledge which will equip you to 
feel more comfortable and confident as you make 
your effort to be of service to the person across 
the counter and earn yourself the pleasure of a 
successful selling season. 
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HOW TO SELL APPLIANCES & GIFY ACCESSORIES =” 





.to Speak of Other Things” 


... Electric appliances, 
ceramics, glassware, 
occasional clocks, 
lighters, leather goods 
and such. 


The beginner should study ALL departments 
and what they offer in the way of additional 
gift suggestions. 





Most likely it was only a short time after you started to 
work in your jewelry store, that you became aware of the great number of 
other lines—beyond diamonds, watches, tableware and jewelry—which are 
offered. 

Now, inasmuch as most jewelry stores are of the size which permit your 
moving with your customer from department to department, it is to your 
benefit to give sufficient time to the study of the items in ALL departments 
of the establishment. 

For example, thousands of jewelers today carry comprehensive lines of 
electrical appliances. Still more jewelers carry representative stocks of 
the Icss-bulky household electrical accessories, such as small radios, clock 
radios, el:ctric razors, toasters, irons, grills, mixers, coffee-makers and 
electric blankets. Make yourself familiar with those items of this type 
carried in your store and particularly study the information tags, the booklets, 
the leaflets, and the instruction sheets on these items which the manufacturer 
has supplied in connection with them. Know what the item does, how it 
does it and demonstrate its features to the customer. If there is something 
about the performance of a piece you do not understand, ask the boss to 
show you. 

In dealing with any customer who approaches you, remember that though 
that customer may have entered your store for some specific item to meet 
a particular gift need, he also has other unfilled gift needs on which he 
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would welcome a suggestion. This provides you 
with the opportunity to make extra sales. This 
should start you thinking of all the gift items in your 
store. It will lead you into the most interesting 
channels of selling, enabling you to be more helpful 
to your customer, more valuable te your company 
and yourself. 





EVERYBODY LIKES CLOCKS 


Just as electrical appliances provide a wide range 
of prices and a variety of appeal for people of all 
ages, so do small occasional clocks. Such small 
clocks usually with a watch-type movement, are 
made up in styles suitable for travelling, boudoir, 
desk and occasional use. They offer you a gift 
suggestion area in which you may sell several num- 
bers to meet many gift requirements of a single 
customer. 

Such items for the home, school or office are 
gifts which are welcomed by young or old, suitable 
as gifts for individuals or couples. 





LIGHTERS OFFER WIDE SELECTION 


One is quick to think of the desirability of 
cigarette lighters (and those types especially de- 
signed for pipe smokers) for men, young and old, 
but what of the ladies who are always fascinated 
by the efficiency of the modern lighter which is 
characterized by cleanness and_ graciousness? 
Speaking of graciousness, every hostess enjoys the 
gesture of hospitality afforded by lighters especially 
designed for the coffee table and the dining table. 

Just as household electrical appliances, occasional 
clocks and lighters are welcome suggestions for 
those homes where gracious living is sought, so 
you will find many other items in the jewelry store 
which make excellent individual or family gifts. 
: For example, mantel clocks, hall clocks, banjo 
clocks, kitchen clocks. Whether they be spring- 
wound or electric, such pieces provide you with 
virtually an unlimited selection in type, style and 
price. From five dollars up you can move with your 
customer until you have found just what he should 
buy to fit his gift need. Such clocks are truly 
jewelry store items that go on living and giving 
for years. 














GLASS, METAL AND CERAMIC HOME ACCESSORIES 


And while we are discussing things you can sell 
for the home, let us look to other “extra” items in 
your store. Practically every jeweler carries a selec- 
tion of “gift and art” items, frequently devotes a 
separate section of the store to their display. Here 
you will find accessories for the home, such as fine 
glass or ceramic or silver decorative dishes, trays 
and coasters. Too, you will find flower and plant 
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vases, character figurines and jugs, interesting 
novelties and gadgets which will intrigue you as 
much as they will the customer you direct to this 
area. Prices here frequently start at one dollar and 
go up as high as the nature of the store's clientele 
dictates. 


PERSONAL LEATHER GOODS 


Personal leather goods, such as wallets, key cases, 
and handbags are stocked by the average to large 
retail jewelry store—again a line wherein you can 
move with your customer to meet a wide variety 
of gift needs at varying prices. And what a pleasure 
it is to sell such beautiful pieces. And so you 
should go on throughout your store discovering 
and studying those many items and lines you prob- 
ably never associated with jewelry stores. In spite 
of that, individually they are important. Collec- 
tively, they add up to 12 to 15 per cent of the aver- 
age jewelry store's volume. They can represent an 
interesting part of your job—should not be over- 
looked by you as the means for valuable sales. 

We suggest you look over the ads and articles 
in this and previous issues of THE JEWELERS’ 
CIRCULAR-KEYSTONE. Being recognized as the lead- 
ing national magazine in the jewelry field, this 
magazine carries the greatest number of ads and 
articles on kindred subjects—therefore, it contains 
more information for your guidance than any other 
single source to which you could turn. 
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OSSARY of Selling Information 





Without going into too technical aspects of the various items sold 
in the jewelry store, there are certain basic facts you should know. 
The following glossary will help you do a better selling job. 


Diamonds 
POPULAR SHAPES OF DIAMONDS 


BRILLIANT (top view) has 58 facets 
which are cut exactly the same whether 
the diamond is large or small. In very small 
stones the culet, or tiny facet at bottom 
point of the stone (see illustration below), 
is sometimes omitted. 





EMERALD CUT is rectangular in shape, 
has 58 facets. Facets are polished along 
the sides and diagonally across the corners. 





MAR(!ISE is elongated version of the 
brilliant with 58 facets. Proportion of width 
to the length varies slightly according to 
the shape of the rough. 


BAGUETTE is a 25-facet cut which is 
used for decoration and as complementary 
stones to the central or main diamond in 
rings or combined with other cuts or stones 
in elaborate jewelry designs. 





























THE BRILLIANT CUT DIAMOND (Side View!) 


a. Table (top facet) "Ly 8 
b. Girdle 
QQ V7 


ce. Culet (bottom facet) “eC 


FACET. Polished faces on the cut gem. In a brilliant-cut (round) 
diamond the most commonly used cut, there are 58 facets—32, 
{plus the table) above the girdle;-24 (plus the culet) below. 


POPULAR SHAPES OF COLORED STONES 


The cabochon form of cutting is used for certain stones in 
order to bring out some form of phenomena such as the “stars” 
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OVAL ROUND OCTAGON CUSHION CUSHION 
Faceted Faceted Faceted Faceted Faceted 








or or or or or 
Unfaceted Unfaceted Unfaceted Unfaceted Unfaceted 


UNFACETED CUTS (Side View) 
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in the star ruby and star sapphire. Other opaque jewelry stones 
are cut as in the other illustrations above. The transparent 





jewelry stones are faceted (like diamonds) and shaped in the 
various outlines shown at top. 


Rings and Colored Stone Jewelry 


Birthstones and Their Characteristics and Significance 


The following information on the stones of the month is listed 
for your quick and easy reference. Following the month is listed 
in order the birthstone, principal color of the stone, the alternate 
stone of the month if any, the zodiacal sign for the month, and 
the stone’s significance to the wearer. 


JANUARY .. GARNET . ae RUBY 
Deep Red Red 
Aquarius Leo 
"Constancy" and "Contentment" 
"Fidelity" 
AUGUST ... PERIDOT 
FEBRUARY . AMETHYST Soft Green 
Violet or 
Pieces SARDONYX 
"Sincerity" Reddish Brown 
Virgo 
"Married 
MARCH ...AQUAMARINE et 
Light Blue rrappuness 
or 
BLOODSTONE SEPTEMBER . SAPPHIRE 
Green with Blue 
Libra 
red flecks “Cl Thinking” 
Aries ear Inking 
Courage” 
OCTOBER .. OPAL 
White or Black 
APRIL ..... DIAMOND “ 
Clear TOURMALINE 
Taurus Green and other 
Innocence’ por vam 
Scorpio 
MAY ......EMERALD "Hope" 
Green 
Gemini NOVEMBER TOPAZ or 
wLove" and TOPAZ QUARTZ 
“Success” Brownish yellow 
Sagittarius 
JUNE ..... PEARL "Fidelity 
White 
or DECEMBER . TURQUOISE 
ALEXANDRITE Azure Blue 
Green—daylight or 
Red— LAPIS LAZULI 
artificial It. Dark blue with 
or gold flecks 
MOONSTONE or 
White ZIRCON 
Cancer Light Blue 
"Health" and Capricornus 
"Longevity" Prosperity” 
Silverware 


STERLING. By law, sterling must be at least 92.5 per cent 
pure silver, the rest is copper to produce a metal with the 
strength and durability necessary for use in tableware. 100 per 
cent pure silver is too soft to be practical. 

PLATED. Tableware made of a base metal of nickel silver over 
which pure silver is deposited by electroplating. 

INLAY. Process by which pieces of sterling silver are inlaid 
at the wear points of plated flatware; at point where bowl of 
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spoen rests on table, for example. An excellent selling point to 


be mentioned. 

OVERLAY. Process by which an extra deposit of pure silver 
is put on wear points of plated flatware. On close examination 
this extra protection is evident, should be pointed out to 


customer. 
FLATWARE. Individual place pieces and serving pieces of 
tableware such as spoons, forks, knives, etc. 


HOLLOWWARE. All silver pieces other than flatware; for 


example, creamers, tea services, trays, etc. 


STAINLESS STEEL. A special steel alloy that will neither 
rust nor stain. Used for knife blades in both sterling and plated 
flatware and also for complete pieces of flatware; usually priced 
lower than plated silverware. 


PLACE SETTING. As sold in the jewelry store a place set- 
ting comprises a knife, fork, teaspoon, soup spoon, salad fork 
and butter spreader. This grouping is made to provide a con- 
venient means for the customer to purchase the basic necessary 
items of flatware by the place and should not be confused with 
the items comprising a setting for the table. The illustration 
below shows the correct setting for an informal dinner table. 





QUALITY POINTS OF FINE SILVERWARE 


. Pieces heavy enough to be substantial and strong. 

. Pieces stiff enough to resist bending—especially the fork tines. 

. Delicate yet clear-cut ornamentation. 

. Finish with true, deep silvery lustre. 

. Carefully finished and polished edges, especially between the 
fork tines and on edge of bowls of spoons, also on the edges 
of hollow handle knives. 


FINISHES USED ON SILVERWARE 
BRIGHT FINISH. Highly polished on fast-rotating buff wheels. 


BUTLER FINISH. Appearance of old silver. Produced by 
first buffing the piece bright and then slightly dulling it. 


GRAY FINISH. A dull or silver-gray finish, whiter than butler 
finish and particularly suited to ornate designs. 


PATINA FINISH. A soft lustrous finish with a multitude of 
fine scratches imitating silver’s appearance after using and _ pol- 
ishing over a period of years. 


Watches and Clocks 


JEWELS. Tiny synthetic stones used as bearings in a watch. 
Most of these are stationary bearings for the ends (pivots) of 
the delicate axles (staffs) of the several wheels and gears of 
the movement. Three of these jewels serve on the part which 
controls the impulse (heart-beat) of the watch. It is the sound 
of these jewels releasing and locking the power of the watch 
that is the “tick” of the movement. 

In cheaper watches and clocks, metal pins are used in place 
of these jewels (pin-lever movement) and while these give 
satisfactory service, they are more subject to wear than the 
jeweled movement. 


JEWELED WATCH. A term which distinguished generally the 


better watch from the cheaper, non-jeweled type. 


AUTOMATIC WATCH. A watch having an internally rotating 
weight which moves with movement of the wearer’s wrist and, 
geared to the mainspring, keeps it wound. These rotating weights 
are of two types; those which rotate 360 degrees around the 
movement and those which rotate within the limits of two 
“bumper” springs. The latter type can be distinguished by the 
bumping of the weight against these springs as the watch is tilted 
up and down. 


SHOCK-RESISTANT. A watch is termed “shock-resistant” 


when its delicate “heart,” the balance wheel, is protected by 
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means of a jeweled leaf-spring arrangement at each end of its 
staff. This spring arrangement allows a certain amount of “give” 
when the watch is dropped or bumped, thus protecting the tiny 
pivots (ends) of the balance wheel staff from being bent or 
snapped. 

WATER-RESISTANT. A watch is termed “water-resistant” 
when its case (back, crystal and winding stem) is protected from 
the possibility of water or other moisture seeping into the move- 
ment by means of special gaskets or other means of seal. 
WATCH ATTACHMENT. Watchbands, either leather or 


metal, are termed under the general heading of “attachments.” 


China and Glassware 
DINNERWARE 
BONE CHINA. Fine-quality china developed and still made 


almost exclusively in England, containing bone ash which gives 
it a pure white color. 

CHINA. High quality ware made from special clays and formulas 
by various factories. It is fired (baked) at extremely high tem- 
peratures which makes it hard, durable and translucent. Can be 
distinguished by its bell-like tone if tapped with a pencil. 
EARTHENWARE. Generally, this is all clayware which is not 
vitrified (see below) and translucent as is china. Much fine din- 
nerware is of earthenware. 


EMBOSSEMENT. Raised or relief decoration often seen on 
the rim of a plate, etc. 

GLAZE. A glass-like film which covers the ware, giving it pro- 
tection and brilliance. 

OVERGLAZE DECORATION. Design supplied after the ware 
has been fired and glazed. Gold, for example, is always applied 
overglaze. 

PIN MARKS. Marks on the bottom of ware left by the pins 
which support it during its firing. These are not defects. 
PORCELAIN. Used synonymously with china for fine ware. 
TRANSLUCENCE. A characteristic of true china. The shadow 
of the hand should be clearly visible through a china plate held 
up to the light. 

UNDERGLAZE DECORATION. Designs applied after the 
ware has been fired but before it has been glazed. 

VITRIFIED. Literally, this means changed to a glass-like sub- 
stance by heat and fusion. Actually china and porcelain, while 
they are said to be vitrified, never reach that point, but approach 
it in hardness, translucence and non-porosity. 


GLASSWARE 
BLOWN GLASS. Ware formed by blowing molten glass at the 


end of a blowpipe and shaping it with hand tools or by blowing 
it directly into a mold. 

CASED OR FLASHED GLASS. Richly decorative effect ob- 
tained by the blowing of a glass bubble of one color into one of 
another color. A decorative effect is obtained by cutting a design 
through the outer layer to the differently-colored inner layer. 
CRYSTAL. Traditionally the highest quality glassware with a 
very high lead content. It should never be confused with true 
rock crystal quartz which has in the past been carved into articles 
which are now museum pieces. 

CUT GLASS. Decorated with designs made by cutting the 
glass with highly revolving grinding wheels. 

ENGRAVED GLASS. Most difficult and costly type of decora- 
tion done by artists who use many small copper wheels to create 
designs of three-dimensional effect, infinitely detailed and shaded. 
ETCHED GLASS. Basically, glass-decorated by etching with 
acid. 

LEAD GLASS. Top quality glassware given brilliance, weight 
and resonance by its lead content. Especially adaptable to cutting 
and engraving. 

PRESSED GLASS. Technique developed in Sandwich, Mass., 
many years ago. Molten glass is pressed into a mold by a plunger 
which gives it shape and often decoration. 

STEMWARE. All of the stemmed drinking glassware, including 
sherbert glasses, used on the table or for liquors. Some of the 
new high-based tumblers are also classified as “stemware” al- 
though they may have no literal “stem.” 
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It’s an important force in your selling jewelry. 
Here are a few of the many finely-fashioned 





gift items currently being offered by jewelers. Making up this diamond pin by Jacob 
, Mehriust are 16 marquise diamonds 
by WINIFRED PARKER 110 baguettes and 244 brilliant 


It is priced at $28,000, Keystone. 
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— offers a few basic selling tips to 
everyone who is working in a jewelry store for the fir 
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Blue sapphires adorn this 14K gold time this Christmas season, the most exciting selling 


compact, priced at $900. Matching 


lipstick case, $250. Both prices period of the year! You'll find everything running in 
are Keystone. By Gutenstein Bros. high gear, including the customers. 


Although most of the men and women who crowd 
your counter will know, in a general sort of way, what 
they want, you will find it is ultimately up to you to pin. 
point the sale and trade-up the price ticket whenever 
possible. A word about the fashion rightness of the 
merchandise will help you to sell more merchandise 
because discriminating jewelry store customers are look- 
ing for the finest styling obtainable. 

Of course you can’t be expected to know all the fine 





Imperial Pearl creat- 
ed this diamond and 
cultured pearl pin. 
It is $275, Keystone. 
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R. Blackinton & Co's sterling silver 
matched accessories. Cigarette case : i : 
retails at $34, buckle at $7 and the 
lighter at $22.50. Tox is included. 





; ; ) instills iatanias Kreisler's "Normandy" tie bar and cuff 
ecu SCrumme: mens jewelry by MISK-Le links are 1/20 12K gold filled, each set 
features hand-engraving and dramatic with simulated colored stones. Tie bar 


styling. Each set is $5.95, Keystone. and cuff links each retail for $7.50. 
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This 14K gold woven chain choker "Black Knight," left, is a 21-jewel Lord Anson's diamond jewelry for men features 
is priced at $350, Keystone. The Elgin watch; "Midnight" is a Lady Elgin square Duke diamonds set in gold filled 
matching bracelet is $190, Key- companion watch. Each watch comes with a bar and cuff link set. $17.50, Keystone. 
stone. From the Forstner Company. black suede strap. $87.50 each, Keystone. 
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Diamond earrings by Jacob Mehrlust, 


ing baquettes, 36 _ a 

— Ay belilignte an 4 on These Linde star sapphire links and studs A group of diamond rings from Abrahams; 

ap sage el $5,000, Keystone Ken sot in Pay gh oma es wi $500 prices range form $2500-$3750, Keystone. 
—s eystone; set, . From Charles Winson. 





Louis Tamis & Son's "Queen of Hearts’ Gutenstein Bros. 14K gold cuff links 

14K gold cuff links are $75, Keystone. are set with blue sapphires. Pair at 

Also available in "Jacks" and ‘Kings. ' left is $130; right, $160, Keystone. 
Representative of Irons and Russell's 
DeLuxe emblem line are these pieces 
available in palladium or 14K gold. 


points of fashion selling, but there are one or two things 
you can do which will work to your own advantage. 
Kirst, have confidence in the jeweler for whom you are 
working, and know that every piece of jewelry passing 
beneath your fingertips has been selected by him for its 
beauty, style appeal, and value because his experience has 
taught him this kind of merchandise is right for his 
particular group of customers. Kreisler's “Eldorado” watch band has 
Secondly, have confidence that each manufacturer has 1/20 12K gold filled frame and in- 
styled his jewelry in accordance with his understanding sets of leather. $10.95 retail, T.l. 
of the newest and finest fashion trends, and know that 
these desirable qualities are being passed along to your 
customers. Take advantage of all descriptive literature Made of mother-of-pearl, 
enclosed with jewelry or attached by tag, and always a a 
a lighter is priced to re- 
tail ar $12.50, tax inc. 














— ee eatnrtioh ah a —— = eter eee Ft Ae CO Sa See) «= Ce iN 6 =e et Fe et 6 6 ee =| 


identify each piece as being platinum, LOK or 14K gold, 
etc., cultured and natural pearls, simulated pearls, 
genuine jewels, semi-precious gemstones, and so on... . 

And now, for a quick glance at general fashion news. 
Remember, the most important consideration in women’s 
fashions is a look of femininity and delicacy. Clothes are 
understated, and need the relief of sparkling jewelry to 
achieve the look of femininity. Earrings are important 
in button types, contour styles that outline the entire ear, 
and in pendant drops. Necklaces are on the lavish side 
and multi-strand bibs are excellent for filling-in popular 








low necklines. —p> 
Hamilton's "Ryan" for "Holly" is a 17-jewel 
men has |7 jewels and ladies’ watch by Ham- 
14K gold filled case. ilton. With bracelet 
It retails at $71.50. strap, $63.25, retail. 
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FASHION TIPS THE SALES —continved on poge 72 


Austere high necklines also are a favorite fashion and 
these look well when decorated with chokers, pins, or pin 
corsages. It is good fashion taste to wear several bracelets 
on a single arm, and dramatic decorative rings add to the 
feeling of jewelry importance. 

Men’s jewelry too shows distinct leaning toward greater 
elegance, and this is evident in the tendency toward a 
restrained use of pieces set with diamonds, pearls, rhine- 
stones, and colored stones. 


A bow-tie design high. 
lights Wadsworth's 4H 
ver and black compact, 
$20, retail, plus tay. 





Initialed belt buckle, tie holder 
and cuff links from Krementz have 
a 14K gold overlay. They retail 
at $12, $6, and $8, respectively. 





Selections from the 14K gold jewelry line of Gold Bros. 
include a linked bracelet ($180), hoop earrings in vari- 
ous sizes ($27-$45) and tie tack ($25). All keystone. 


Berchman's teen-age medallion 
is made of genuine mother-of- 
pearl set in gold or silver 
plated metal. $3, Keystone. Ronson's ‘Whirlwind" 
has a_ disappearing 
windshield, monogram 


model is $11, retail. 





Krementz necklace and earrings 
feature frosty white leaves set 
with Austrian crystals. Retail: 
necklace is $26; earrings, $17. 


Set with simulated stones, this 
Elgin-American mother-of-pearl 
compact is $20, Keystone. 





Simulated mother-of-pearl and 12K gold are used 
in this emblem jewelry set by Irons and Russell. 
Tie chain is $7.50, cuff links $12, Keystone. 


Swank's tie bar and cuff link set in 
genuine leather comes in ‘a variety 
of colors. $5 retail a set, plus tax. 
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RONSONOL LIGHTER FUEL— 
25¢. Outsells all other 
brands combined. 
Gives you more total 
dollar profit! 












S Extra length 


FLINTS’ 


‘REDSKIN’ cooting. 
est for All sighters. 


RONSON FIVE-FLINTER— 
15¢. Handy packet 
contains 5 extra- 
length Ronson 
‘Flints’. 


DISPLAY MEANS QUICK 
SALES! You’ll sell more 
Ronson Accessories if 
you display them 
prominently. If you 
have a Ronson A-3 
Display Rack, give it 
star billing! 


RONSON REDSKIN 
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EXTRA TRAFFIC ...VIA 
RONSON ACCESSORIES 


This Christmas, millions of people will get lighters as 
gifts. They'll all need fuel and ‘flints.’ And don’t forget 
the millions of folks who already own lighters. They 
need accessories, too! 


So you see, there’s big business in lighter fuel and ‘flints’. 
And Ronson Lighter Accessories outsell all other brands 
combined, more than 4 to 1. Here’s why: Ronson accessories 
are better! And lighter users know it...thanks to Ronson’s 
hard-selling national advertising. 


Get your share of this booming lighter accessories busi- 
ness. For fast sales, profitable sales, repeat sales, priceless 
extra traffic...stock and display Ronson Lighter Acces- 
sories now! Ronsonol Lighter Fuel and Ronson ‘Flints’ 
will make steady, worth-while profits for you right after 
Christmas—and all year ’round. 


Best for ALL lighters 





® 
WORLD’S FINEST LIGHTER ACCESSORIES 











RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 3 
™ f 


Ronson Lighter Accessories are advertised every week in Life, Saturday Evening Post or Collier's... and on TV in many leading cities. 
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FASHION TIPS THE SALES 


This simulated pearl necklace with 
pavéed rhinestone drops retails at 
$5; earrings $3. By Heller & Sons. 





Forstner's money clip in 14K gold is $60; 14K 
gold ident bracelet, $100. Prices are Keystone. 





This genuine leather lighter by A.S.R. 
Ascot is priced to retail at $11.50. 





For men, a 14K gold key chain ($130) and ini- 
tialed key ($36) by Gold Bros. Keystone prices. 





A dainty simulated pearl bracelet 
with cloisonné medallion charm by 
Ben Berchman & Co. $1, Keystone. 


Baby jewelry by Ballou & Co. 
Cultured pearl rope chain 
bracelet is $10; signet pins 
are $6.50 a set; IOK gold 
ring, $3. Keystone prices. 





Ronson's “Princess’ is a 
dainty ladies’ lighter 
with floral pattern. Re- 
tails at $9.60 plus tax. 





Buxton's convertible "Flick- 
bar'’ for men is priced to 
retail for $7.50 plus tax. 


Lady Buxton convertible ''Flickerbar" has re- 
movable pass-case windows. $7.50, retail. 





Ballou's new wide tubing 
bracelet is 1/20 12K gold 
filled and hand engraved. 
Keystone price is $17.00. 
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We should like to 
show you, too, Our new 
collections of 

diamond bracelets. 
clips, pins. and 
earrings. Many of 
these pieces are 


We ’ apo — 





FOLDERS 


to give or mail to your customers 


From man to woran, 
from heart to heart, 

. a diamond speaks in 
tender terms of happiness and love. 
Whether it marks the joy of the 
a 
it is the gift each woman cherishes, = 
and wears with apecial pride. 
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"And ech diamond you give ber will shine 
with special meaning, brightly 

symbolizing your love and devotion. : 
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Seach an invportant gift as a diamond, 
of course, should be chosen with special 
care. We keep this in mind when we 
select the diamonds that go into our 
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We should like to explain to you how color, 
cutting, and clarity, as well as carat weight, 
centribute te a diamond's beauty and value. .. 
and how each diamond in aur collection 

is scientifically appraised. Whether you are 
looking for a diamond of modest size 

and price, ar one that is majestic, we believe 
we can help yoo make the right selection. 





* Order 1000—free! Or, order several thousand, and get your 
first thousand free. Enclose 75¢ for each additional thousand. 








To help you sell diamonds . . . these handsome new two- 
color folders are offered free, as part of the all-out diamond 
advertising and promotion effort 


moderately priced, and 
because they are 

in diamonds, they make 
thrilling lifetime gifts. 






They feature diamonds for all gift occasions, give 


important facts about diamonds, invite customers into 
vour store. 


They're sized for bill enclosure use, and counter dis- 


tribution, and space is provi r imprinting your 
YOUR NAME ition, and sj provided for imp ie 
name and address. Order 1000, free. Enclose 75¢ for 


GOES HERE each additional thousand. Order from Diamond 
Promotion Department, The Reuben H. Donnelley Corp., 


305 E. 45th Street, New York 17, N. Y. 








TIE IN WITH THE ALL-OUT PROMOTION—KEEP DIAMOND SALES COMING YOUR WAY 


De Beers Consolidated Mines, Ltd. 
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Display Your Appreciation . . . 


January is the month to say “Thank You” to your customers and to tel! them 


of your continued service—in other words, to extend the personality of 


your store in your windows to build goodwill and prestige for the year ahead 
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A—Little pixie figures are used to 
dramatize the copy story of this 
simply-detailed display that _ is 
built around three  hand-lettered 
copy cards which extend the New 
Year's greeting and thank cus- 








by VIRGINIA DIXON 


Blew about a change of pace for your after- 
Christmas windows? The heavy Christmas merchandis- 
ing season is over—the New Year is beginning—it is time 
for a fresh approach. It is a good time of year to say 
“Thank you” to your customers for past patronage—to 
offer them the promise of continued courtesy and service 
in the future—and to remind them of any special services 






































B—Prestige-building display links store nave with nation- 
ally advertised lines carried in store's New Year's greeting. 
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tomers for patronage of past year. 


which you are equipped to supply through the coming 
vear. What better way to do this than through your 
current window displays? Here you can speak to all in a 
cheerful and colorful manner and draw increased atten- 
tion to your store with original display preseniations. 
With modern merchandising distribution, the selection 
of merchandise in average jewelry stores does not vary 





C—Post-Christmas display points up in a New Year's greet- 
ing that though holiday is over, the same spirit will prevail. 
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“All’s well that ends well”... and we sincerely hope 
your Christmas sales set an all-time record. But the $64 
question is, how to enjoy a succession of “little 
Christmases” throughout the year. America’s fastest 
growing diamond house has many customers 

who know the answer. They believe that one good 
month deserves another, and another, and still another! 
They are the jewelers who merchandise diamonds 
twelve months in the year. Ask us to tell you 

how YOU can do it too! 
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D—Simple but dignified display has New Year's greeting on 
open book placed in front of silver bow! of holly and red 
roses. Tall candlestick with a fresh red candle symbo!- 
izes the New Year, burned down candle suggests old year. 


E—An important merchandising angle to promote in 
after-Christmas window is selection of suggested 
items on which to spend Christmas gift check. 


greatly, but the service which accompanies the sale, the 
atmosphere and spirit of the store varies with each com- 
bination of store manager and employees. What your 
particular store offers in this regard is yours alone—no 
other store makes exactly the same impression . . . no 
other store has the same personality . . . and how that 
store personality impresses the customer makes all the 
difference in making or losing sales. The greater part of 
the year, your displays must concentrate on merchandise 
presentation, but during this holiday lull, you can afford 
to devote your display space to telling just what kind 
of a store you are. Such windows will be remembered 
and will frequently bring customers into your store 
months later who otherwise might never have noticed 
vour shop. 

There are a number of ways of doing these displays. 
Be as original as you like, for the most important part 
of these displays is their exposition of your own—or 
vour store’s—personality. Several sketches are shown 
here of varying types of displays of this kind, but you 
should change and adapt them to your own particular 
needs. These are very personal windows and to be suc- 
cessful they must reflect your own attitude. 

The copy is the main feature of Sketch A, but cute little 
pixie figures are used to dramatize the copy story and 
draw attention to the window. The copy is broken down 
into three parts for easier reading and most effective 
presentation. The copy indicated in the sketch may suit 
your needs, but more likely you will want to change it 
in your own way. The left-hand card reads—“A Happy 
New Year to you all from Blank Jewelers.” The center 
card—“Our sincerest thanks to our customers for their 
generous patronage in the year just passing.” The third 
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card reads “We assure you of our continued efforts to 
maintain the same service and quality and to bring you 
the best in quality merchandise.” 

Small New Year bells are hung against the background 
joined with festoons of ribbon or cord and tassels. You 
may find attractive pixie figures available locally, or 
you might use miniature snowmen which you could 
probably make yourselves from white flannel suitably 
stuffed! The pixies sketched are available from Silvestri 
Art Manufacturing Co., 1147 West Ohio Street, Chicago 
22, Ill. They are available in a large twenty-four inch 
height and a smaller twelve inch size. The latter is sug- 
gested for this display unless your windows are unusually 
large. Both sizes come in chartreuse, white, red and green 
and the small figures are priced under eight dollars each. 
The figures are very attractive and many other uses 
could be found for them. 

Along the line of building store prestige during this 
dull merchandising period, Sketch B suggests a means of 
associating well known and nationally advertised merchan- 
dise names with your store by including them in your 
New Year’s greeting to your customers. A large single 
fold card carries your message—something like—“These 
fine and reputable firms whom we represent in this com- 
munity, join us in wishing you all a Happy and Pros- 
perous New Year and hope that we may continue to serve 
you. The names and products of those manufacturers 

(PLEASE TURN TO PAGE 92) 


THE JEWELERS’ CIRCULAR-KEYSTONE 





—_- a tien te ol i i ts | Di i ae 


ee i a i ee eed 


———— ee ee et 








‘ a real ia pai : _ . - a ‘ e a Di 3 
> 2 df ™ * —_— 3 7 7 wy nee - —aT = 


america’s most 
dependable 


jiamond merchants 











TAL, loys 





hiaynonds 


511 Fifth Avenue, New York 17, N. Y. 





jaeetapcan atid Raed es hes 





A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part XVII—Quartz (Continued ) 


Comparison of sizes of cut gems possible in topaz quartz (center) and precious topaz at right. 


Left: rough topaz quartz. 


ow next consideration in this chapter is 
that of the individual stones included in the quartz 
jewelry stones, their sources, their qualities and their 
value. It should be understood from the start that quartz 
in all its variety is the commonest of minerals, and that 
even the most unusual type of quartz that the jeweler will 
meet, is common in comparison with some of the really 
infrequent stones. Consequently, no quartz jewelry 
stone is very expensive; even the finest amethyst will sell 
for only a few dollars a carat. The less attractive stones 
are worth little more than the value of the work that 
has gone into them. We often see beautifully detailed 
sculpture in cameos and intaglios, stones for which a 
high price may be asked, but the price is for the work 
of the artist, with only a little charged against the mate- 
rial on which he expended so much skill. We shall take 
them up in about the order of the previous discussion, 
starting with the coarsely crystalline varieties. 

Under amethyst we encounter several qualities and 
hues. They will be practically flawless and appear evenly 
colored on the top when they belong to the first, the 
faceting, category. Most amethysts look banded or irreg- 
ular in color when viewed through the pavillion; it is 
one of their distinguishing characteristics. Slightly 
flawed material is often cut cabochon or even carved, 
especially in the Orient and Mexico. Opaque material 
with milky patches is known to the trade as amethyst 
matrix, amethyst quartz, or amethystine quartz. It is 
cabochon cut or carved. The two latter varieties are of 
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by DR. FREDERICK H. POUGH 


little value, common 10x8 mm. to 20x15 mm. amethyst 
quartz cabochons sell retail at $2 to $10 each. 

The rich, fine, clean and transparent amethysts are 
magnificent stones; in a way it is a pity that they are 
so common, for were they rarer they would surely be 


(Please turn to page 94) 


A section of a geode showing amethyst crystals inside. 
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How to Capitalize on the Stone of the Month 


GARNET—Birthstone for January 


COLOR: 

Garnet is a stone of many varieties and likewise, many 
colors. It is best known as a deep red, rather common 
stone. Actually, garnets are found in every color except 
blue and offer a wide choice of beautiful and attractive 
gemstones. 

The pyrope or Bohemian garnet is the most common 
variety, furnishing the deep red stones which are best 
known. Almandine garnets are found in a deep crimson, 
violet and a columbine or bluish red. Grossularite garnet 
is a peculiarly grained variety found in a green like the 
jade which it resembles and an orange variety, commonly 
known as hessonite. The demantoid garnet is a clear and 
brilliant stone which approaches the diamond in “fire” 
and of a clear green color like the emerald in shade. 


VISUAL CHARACTERISTICS: 


One of the few singly refractive stones, garnets are 
brilliantly clear in all of their gem varieties except the 
grossularites which are grainy in appearance. 


WEARABILITY: 


All garnets are tough and durable, the only exception 
being the demantoids which are susceptible to scratching. 


USUAL SHAPES: 


The clear types of garnets are most generally cut in 
brilliant form, that is, faceted in the round, oetagon, 
cushion and oval shapes. Sometimes the pyrope and 
almandine varieties are cabochon-cut and in this fashion 
are called carbuncles. 


WINDOW DISPLAY 


Flat circles covered in garnet red velvet support an assort- 
ment of January birthstone rings in white ring holders. 
Decorative snowflakes of g!ass, plastic or paper hang from 
the ceiling to give a proper wintry atmosphere. To provide 
additional display area in small space, one of the circles 
is suspended from the ceiling. Hanging it at a slight angle 
gives a more dramatic effect. Window floor and background 
should ‘be white or very pale blue. 


ASTROLOGICAL SIGNIFICANCE: 

The garnet is assigned to Aquarius, the water-bearer, 
the Zodiacal sign for those born in January. It is the 
emblem of faith, truth and grace, denoting constancy 
and fidelity for the wearer. In an old book of seals, 
garnet engraved with an image of a lion would protect 
and preserve the wearer’s honor and health. 

Legend and superstition credit the garnet with powers 
to drive away plague and all evil spirits and of attracting 
to its owner riches, glory, honor and great wisdom. Also 
it was believed that to have a garnet in the house pro- 
tected the home from lightning. 


ROMANTIC BACKGROUND: 


Like the many beautiful stones of the quartz family, 
garnets, too, fall within the category of the most common 
of all jewelry stones. being prolifically located in all 
parts of the world. There could hardly be a less likely 
spot for jewelry stones than beneath the streets of New 
York City, but excavations have unearthed many garnets 
there. One such stone unearthed from an excavation 
near the heart of the city at Broadway and 34th Street, 
weighed several pounds. This very commonness of the 
garnets has, like the amethyst of the quartz family, set the 
pattern for their undeserved level of regard. 

However, not all garnets are as common as the popu- 
larly known red variety—the pyrope or Bohemian garnet. 
The green demantoid garnet is a rare and beautiful stone 
that commands fairly high prices when available. 

The abundance of garnets made them one of the 


(Please turn to page 112) 
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WHEN PRESTIGE 
IS PRACTICAL 


By all the accepted standards for judg- 
ing a diamond merchant—fine dia- 
monds, prompt delivery, reliable service 
—Kimberley has earned a reputation as 
a pacemaker for years with leading 
jewelers everywhere. 


But in recent years, Kimberley has 
made an important addition to this list 
of qualities: “thoughtful” selections. A 
Kimberley selection offers diamonds to 
please every taste and budget—thought- 
fully chosen so you'll have what your 
customers want — whatever they want. 


Why not make your next selection 
Kimberley and see? 


GOODS SENT 
ON 
MEMORANDUM 


WRITE TODAY 
FOR PRICE LIST 














Individual — 
Display. 
Capitalizes on 
Impulse Sales 
Of Lighters 





by L. A. ATKINS 


A SURE-FIRE formula for extracting the most 
from lighter sales promotion has been developed at Lee 
Jewelry Co., 16th and California Streets, Denver, Colo.. 
one of five Lee stores, in the form of a custom-built dis- 
play case for cigarette lighters alone, a huge inventory 
which embraces the products of the world’s top manu- 
facturers, and enthusiastic, aggressive suggestion selling 
by all salespeople on the floor. 

Jacques Adler, general manager, feels that cigarette 
lighters have grown so important in the retail jewelry) 
store that they deserve a separate, “tailored to measure 
display space of their own, rather than being crowded in 
with costume jewelry, with men’s jewelry, or other typical 
locations as in the usual jewelry store. Therefore, to insure 
that every store visitor is immediately impressed with the 
enormous stock of lighters carried by Lee, a special dis- 
play case was ordered. Resting on two modernistic ebony 
black “wedge legs,” the case is 5 feet long, 4 feet high, and 
21% feet wide, composed entirely of plateglass, framed in 
blondewood strips at the corners. For maximum visi- 
bility, instead of the usual flat surface, the cigarette lighter 
display case has two gray felt-covered panels on either 
side, slanted at an angle of 45 degrees, which make up the 
lower and center sections of the case. A flat plateglass 
shelf is located at the top, for larger, more unusual lighter 
styles. The top of the case, just above elbow-height. is 
used from day to day for advertised specials, for gift 
family-type lighters, novelties, and new developments. 

Because the case is located in the exact center of the 
store where every customer must pass, it has commanded 
immediate attention from every shopper. according to 
Adler. “At least two out of every five customers visiting 
the store circle the case, peering closely at its contents.” 
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Unit display is the main ingredient in Lee's lighter sales formula. 


he says. “which, of course, means that we are capitalizing 
more fully on the impulse sales opportunities repre- 
sented by lighters, as well as impressing the customer with 
the breadth of our inventory, which remembrance may re- 
sult in later sales.” 

The products of all well known lighter manufacturers 
are displayed in the case; all of which are time-tested, de- 
pendable lighters, which the firm feels it can back up with 
LOO per cent satisfaction. There are no “novelties” or 
“jimerack” lighters of any sort which appear on the mar- 
ket from time to time. 

Lighter prices range anywhere from $5 to $50, with 
many gold-plated models involved. Because plenty of 
display emphasis is placed on tabletop models, “bridge 
lighters,” etc., their sales bulk surprisingly well in com- 
parison with the standard pocket lighter. No. 1 item, 
however. from the standpoint of continued sales success, 
are the 40 to 60 combination lighters and cases, which ap- 
pear on the lower, slanted shelving. Here are cases for 
both men and women, in a variety of precious metal 
finishes, special models designed for king-sized cigarettes. 
etc.. which sell rapidly to gift purchasers. 

The company buys its lighter and case combinations 
carefully to prevent over-duplication of styles, and thus 
invests each one with a gift-individuality which can be 
readily appreciated by women, who buy most of the 
lighter-case combinations. Similarly, in ordinary pocket 
lighters, there are no “standard models” whatsoever 
shown. All are gold or precious-metal finish, leather- 
covered, cloisonné, etc. By constantly changing styles, 
and introducing new types as they come on the market, 
Lee Jewelers has earned an excellent reputation as “lighter 
headquarters.” 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 





London: 32/34 Holborn Viaduct 














UND S 


SIAR SAPPHIKES 


RUBIES» EMERALDS: STAR RUBIES 
SAPPHIRES « PEARLS: CAT'S EYES 





We have a large stock of Precious 
Stones, mounted and unmounted from 
which to make your selection. Let us 
cooperate with you on your special calls. 


FOR DECEMBER, 1952 


merald Cut and Marquise ” 








< 





ee Oey 





es ee as saa 







83 





‘Art Gallery Motif 


Strikes New Note in 





Jewelry Store Design 





= the art gallery or the museum, Amer- 
ica’s truly fine jewelers fill an esthetic need in their com- 
munities. For, within their walls, as perhaps in few 
accessible public collections, are garnered the treasures of 
goldsmith’s, the silversmith’s and the gemologist’s art. 

Designed to house just such a collection—one of the 
West’s most notable—is the new Pasadena headquarters 
of B. D. Howes and Son. Created by a leading American 
architectural firm, the high vaulted, light flooded classic 
structure incorporates factors of visual harmony into a 
design which reveals fresh thinking on the merchandising 
principles of the industry. 

Representing an investment of nearly a quarter million 
dollars, the new store is located at 336 South Lake 
Avenue, in a strip of wealthy Pasadena which has, within 
the past few years, attracted a host of leading California 
retail concerns. 

Howes has an affinity for high-bracket income areas: 
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The store front combines contem. 
porary colonial design with modern — 
concepts. Curved corridor, left, | 
forms ‘'sitting room" dividing the 
jewelry and the silver sections, 


by JOY PARNES 


5 . ° e 
Pasadena, where it maintains two stores, ranks among the 


first twenty cities in per capita income in the U.S.; Santa 
barbara, another Howes town, ranks among the first ten. 
The fourth Howes store, its headquarters before the new 
opening, is located on Wilshire Boulevard, Los Angeles 
equivalent of Fifth Avenue. 

The new structure was designed and engineered by the — 
architectural firm of Periera and Luckman who, with 
Charles Matchem, designed Robinson’s Beverly Hills. | 

Their visualization of the Howes store might be termed — 
modified Colonial, as interpreted in the materials and — 
crafts of the twentieth century. 

The entire lower floor of 3150 square feet is a selling 
area. A mezzanine of approximately 1495 square feet is 
devoted to offices and service facilities for the firm’s © 
four units. 

Colonial influences are reflected in the two tall, circular 7 
black columns and in an iron ballustrade over the 


THE JEWELERS’ CIRCULAR-KEYSTONE ~ 













. gue 

ec ook ou SET 

ek a ee 
59% gg eKe HEE EE % 

e* ‘S08 

ote? 









| Ng " J-4445 | 
ree abe 
vee OSs 
* * 3 Oey = % 
as ’ Wess! 
4. te ; 


- 






“i | > " . > 
- PE ass & & Gi ae ¢ 
See eae 2” 


IN JEWELS 
Available on consignment for your special 
requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 





RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 
VAnderbilt 6-0457-8 








marquee. Lhe whitewashed brick walls extend to the 
sidewalk, forming two “wings.” These, inset with dis- 
play cases, are a trame for the entrance foyer. 

Most striking feature of the exterior is an all glass 
front, framed in long lines of metallic stripping and 
broken by a giass doorway and two display boxes at eye 
level, suspended on Italian marble bases. 

Within, the towering height and the downward slant of 
sunlight lends an aura of serenity to the front sales sec- 
tion of the store, the section devoted to gems and watches. 

This height is cleaved horizontally and vertically about 
the center of the structure by a panelled partition ol 
mirror and warm walnut, concealing the ground floor 
offices. 

Above this is suspended the mezzanine, which occupies 
nalf of the higher level. Walnut panelling forms a bal- 
ustrade which curves in a slow, graceful motion to 
divide the store in two segments. 

The left wall, thus, is formed of smooth, rich toned 
walnut. Facing this is a contrast of rough-hewn texture, 
created by painting the right wall surfaces with a new 
plastic base paint, “zolatone.” This splatter-dash effect 
was chosen for its variation of hue, avoiding the 
monotony of a massive, unbroken plane of single color. 

The same finish creates a marbleized effect on the glass 
frame desks which display jewelry and watches. 


WALL DISPLAYS REPLACE FLOOR CASES 


Conventional floor showcases have been replaced by 
built-in wall displays. Easy access for viewing merchan- 
dise was a primary factor in the interior design—the 
customer can pick and choose his jewelry from the wall 
insets almost as he might admire and evaluate a rare 
painting on the wall of an art gallery. 

Muted tans and grays, all neutral shades, are utilized 
to accent the richness and sparkle of the gems them- 
selves. Carpeting is gray, period chairs are upholstered 
in an avocado green leather. 

Between the two sales sections. in a corridor formed 
by the ground floor offices, is a “conversation corner,” a 
small and proper sitting room, dominated by a fine 


Opening day invitations, right, were mailed to 
customers. In the flatware gallery, below, 165 
place settings are exhibited in special trays 
which may be removed for closer inspection. 


Italian marble fireplace. Here are arranged chairs, table 
ashtrays, flowers. Iwo wall niches, on each side of the 
fireplace, display clocks and ebony-and-silver serving 
pieces. For the convenience of the patron who wishes to 
write a gift card or checks, a striking period desk stands 
against the wall—an English reproduction of a famous 
walnut desk in the Royal Victoria and Albert Museum, 


HALF OF STORE DEVOTED TO SILVER 


Percentagewise, at least half of the store’s selling area 
is devoted to silver flatware and hollowware. 


The silver room forms its own atmosphere—more inti. 
mate, with lowered ceiling and with irregular planes, 
created of walls and stock displays, forming individual, 
personalized “islands” of privacy about the customer 
and salesperson. 

Here, sterling flatware and hollowware from fifteen 
of the world’s leading silversmiths is stocked and on 
display in what Howes cails a “gift gallery.” In this 
display of silver, the shopper can view and compare 
almost every conceivable pattern in specially designed 
wall cases. 

Of these, one is an innovation to the jewelry industry; 
a specially constructed flatware display by the Weber 
Showcase Co. of Los Angeles. This display is an arc 
comprised of three cases, each on a 30 in. base section, 
with three drawers for stock storage below. Within the 
display area, which measures 50 in. in height, flatware 
is displayed by place settings on small trays fitted into a 


(Please turn to page 113) 
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The World's Finest— 
Known the World Over 





Our very best wishes 
to you and yours 
for a star-spangled Christmas 
and an 


Imperial Pearl-studded 1953 





Imperial Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 
NEW YORK « CHICAGO °* DETROIT ¢ LOS ANGELES 
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|. Tissot's T-99, 99th anniversary automatic model, 
now is available in 14K white gold as well as yellow 
gold in same ultra-thin case. Both $150 retail, FTI. 


2. Two new men's expansion bands by Hadley which 
feature adjustable endpiece and primary expansion of 
center part of band. "Statesman" at top, retails at 
$8.95; "Vernon" at $9.95. Both bands are gold filled. 


3. Two round-dial models in Elgin's new automatic 
watch line have 1!7-jewel shock resist, sweep-second 
hand movements in stainless steel water resistant 


cases. Luminous dial, left, is $71.50; other $69.50 FTI. 


4. This man's watch, #31117, from Bulova's ''Presi- 
dent" series, features a 2l-jewel movement with an 
expansion band to retail at $49.50, tax included 


5. "Satellite," new Benrus calendar watch design, 
tells the time, day and date at a glance. 17-jewels, 
gold-filled case with expansion bracelet, $92.50 retail. 





6. One of the popularly-priced men's watches from 
new Seth Thomas line has !7-jewel movement in a 


10K R.G.P. case with a steel back. $39.75 retail, FTI. 
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CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS ° 


LEQNARD ROSENTHAL, n 


(ULTURED PEARLS 


eFine quality pearl necklaces at all prices. 
eUndrilled cultured pearls. 


e Graduated assortments. 


610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 


CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS © CULTURED PEARLS °* 
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|. Trim, neat lines emphasize the simple styling of the 
Aurora" by Wadsworth. 17-jewel movement is in a 
R.G.P. case with stainless back. $32.50 retail, FTI. 


2. New in the Longine's "Starlight Serenade" series of 
ladies’ watches is #1404 with floral design case in 
14K gold set with 14 diamonds. $275 retail, FTI. 


3. Two moderately priced ladies’ watches from Elgin's 
basic fall line, both with either white or natural 10K 
rolled gold plate bezels and steel backs. "Joy," left, 
retails for $39.75 with gold filled band, $33.75 with a 
nylon cord. "Clarita," right, $42.50 and $37.50, FTI. 


4. Featuring a 17-jewel movement and expansion 
bracelet is Bulova's "Miss Universe," 36778. $39.75. 


5. One of LeCoultre's “Par Excellence" back-wind 
watches of which only 50 in each design are made for 
world use. Cased in 14K gold or platinum, many set 
with diamonds, watches retail from $350 to $1,000. 


6. Three of five new high-fashion ladies’ watches from 
Benrus' "Golden Series," all with 17-jewel movements, 
14K dials, cases and bracelets. L to R: "Golden Ring," 
$195; “Golden Swan," $215; "Golden Countess," $225. 


7. The "Cameo," tubular construction ladies’ watch- 


band, is one of three new bands by Hadley featuring 
1/20 12K G.F. tops, stainless backs. All retail at $6.95. 
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Display Your Appreciation 


(From page 76) 


whom you wish to include are lettered on individual 
cards suspended throughout the window. It would be ex- 
cellent if facsimile logotypes and trademarks could be 
used for the various names. This is just a matter of get- 
ting your lettering man to copy the individual styles 
from the manufacturer’s advertising material, but it is 
more troublesome than doing them all in a uniform style 
and consequently the charge will be greater . . . much 
more effective though! 


AFTER THE CELEBRATION IS OVER 


If you'd like to do something a bit different, you might 
try something like Sketch C. This shows a small Christ- 
mas tree that has apparently just been stripped of its 
decorations — the ornaments are in boxes around the 
base of the tree, tinsel streamers curl around the floor 
and only flakes of artificial snow still cling to the tree 
branches. An empty Christmas stocking is on the floor 
and Santa’s discarded mask and cap lie near the large 
copy card which carries such as message as—“T'he stock- 
ings are empty, the tinsel is down . . . Santa has laid 
aside his mask and pillow ... but here at Blank’s we 
promise you that the spirit of Christmas service still 
lingers and throughout the New Year we will continue to 
offer the best in service and quality. Happy New Year to 
you all!” You will probably want to put the copy in 
words of your own, but the idea can remain the same. You 
will no doubt also think of variations in the selection and 


arrangement of the “props.” You will have to be careful 
that the effect is not disorderly, but it should be possible 
to get across the dismantling idea without having it look 
messy. This is probably about as easy an after-Christmas 
window as you could find to install! 


DIGNITY FOR DIGNITY 


If yours is an upper-bracket type of store, your display 
will need to be dignified and a simple arrangement of 
seasonal greetings, beautifully hand lettered on a scroll or 
open book, a lovely flower arrangement, candles, possibly 
a suitable painting or print or piece of statuary will fill 
your requirements. 

Sketch D shows such an arrangement with New Year 
greetings lettered on the open pages of a large book placed 
in front of a silver bowl of holly and red roses. A tall 
candlestick with a fresh tall red candle symbolizes the 
New Year while a burned down red candle in a low 
candle holder suggests the waning old year. Background 
for such a display should be simple—a solid color which 
will contrast most effectively with your flower arrange- 
ment is probably the best .. . in this case white or pale 
green. Almost any large book can be used to hold the 
hand lettered greeting page which is held in place with a 
ribbon or cord book mark. Get your florist to do a stand- 
out job for your flower arrangement. A simple display 
such as this must be beautifully executed to be effective. 

If holly and roses are not available, there are any 
number of other arrangements which can be made. 
Probably best to leave that to the florist, but plan a back- 
eround color that will give the best contrast. Get the 
best possible lettering job. Your copy may simply offer 
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Rubies, Star-Rubies, Sapphires 

Star Sapphires, Emeralds, Catseyes . . . 
loose or in exclusively designed 
Platinum Diamond Mountings 
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We specialize in fine straight 
line bracelets 


35 Years of Service to Leading Jewelers 


ROBINSON & SVERDLTK INC. 


—* 
Importers © Cutters Ri of Precious Stones 
=? 


610 FIFTH AVE., Rockefeller Center, New York 
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New Year greetings or may include a thank you to your 
customers or some suggestion of services in the New 
Year—whatever type of copy suits your store and your 
merchandising policy. 


CAPITALIZE ON CHRISTMAS GIFT CHECKS 


There is frankly one merchandising angle that can be 
used for these after-Christmas windows and that is a 
selection of suggested items on which to spend the 
Christmas gift check. Sketch E illustrates such a display. 
A large mirror hangs against the background. On it is 
lettered such copy as—“Lucky you? A Christmas gift 
check burning a hole in your pocket? Come and choose 
your own gift from our wonderful selection of items that 
will give you lasting pleasure.” 

Merchandise is arranged on a checkerboard floor— 
one item in each square—each accompanied by an en- 
larged facsimile of a Christmas gift check with the amount 
indicating the price of the item with which the “check” 
is shown .. . covering of course a wide range of prices 
in the window. The “checks” can be quite gay with 
Christmas decorations. 

Although this is frankly a merchandising window, it 
is kept simple and neat to contrast with the previous 
crowded merchandise windows of the pre-Christmas sea- 
son. Your lettering man should be able to letter on the 
mirror. Mixing a bit of soap with water color will usually 
do the trick. You can probably borrow a framed mirror 
for this window or an unframed circular or rectangular 
mirror can be used. A small cluster of holly keeps the 
Christmas touch. 








MATERIALS REQUIRED FOR THESE DISPLAYS 
Material Source 


Sketch ‘‘A” 
Pixie figures—12” high 
painted in bright colors 


Silvestri Art Manufacturing Co. 
1147 West Ohio Street 
Chicago 22, Ill. 
or use similar figures from local source 
Papier maché or paper bells Display supply house or 
Dennison dealer 
Display supply house or 
Department store 
Show card writer 


Cord and tassel festoon 


Copy panels 
Sketch “B” 


Large copy panel and 
smaller “name” cards 
Cluster of pine cones and 

ribbon bow 
Ribbon or ccrd for 


suspending cards 
Sketch *“*C”’ 
Christmas tree—small 


Show card writer 
Display supply house 


Department store 


Florist or use one left from 
Christmas trim 

Use material left from Christ- 
mas trim 

Display supply house 

Show card writer 


Ornaments, tinsel, ete. 


Santa mask and cap 
Copy card 

Sketch “D” 

Flower arrangement 
Copy card to fit in book 
Candles 


Sketch “SE” 


Mirror—framed or unframed 


Florist 
Show card writer 


Borrow from Department or 
Furniture store 
Checkerboard panels for Cover squares of compo board 
floor in contrasting colors of fabric 
Facsimile Christmas gift Show card writer 
checks and lettering on 
mirror 
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It’s like 
finding sold! 








This booklet shows how to 
save up to 30% on insurance! 


If you’re looking for ways to hold down 
expenses (and who isn’t?) send for this 
free booklet that tells how you can save 
up to 30% on fire, jewelers block, business 
interruption and extended coverage in- 
surance. It explains how we can offer 
you top quality protection—Non-Assessabil- 
ity—excellent service by men who 
understand the jewelry business—and at 
the same time return 30% of the premiums 
to you as dividends! 


No obligation to 
vou of course. 









’ 
& 
t 
JEWELERS MUTUAL INSURANCE COMPANY - 
Jewelers Insurance Bidg., Neenah, Wisconsin : 
Y 
Please send me the free booklet, "You can save 30% .. .'' : 
i 
NE ee ie reese a aaneanens (obbvedeboeemeeeeeenens ; - 
: 
BUSINESS ADDRESS ........... . (eoeenseeses cnewne ere : 
a 
ee Seana ee ee : 
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Gemology 


(From page 78) 


among the most expensive and appreciated of stones, 
Amethysts vary from very pale to very deep violet. The 
pale stones are worth very little, only a few cents 
carat. Some have been cut and sold in Brazil under the 
suise of kunzite and morganite, but with their refractive 
index of 1.54-1.55 they are easily identified by the 
refractometer. 

Amethysts have been found in many places and 
occasionally one will see in souvenir shops, overpriced 
amethysts coming. or purporting to come, from some 
nearby site such as Nova Scotia or Maine. Amethysts 
actually occur in many localities, but in the normal 
course of trade we encounter only a few. The chief pro. 
ducer of amethyst today is Brazil. Brazilian amethysts 
are mined in at least three widely separated states, Rio 
Grande do Sul. Bahia, and Ceara. Espirito Santo and 
Goiaz have their deposits too, but they are of less import. 
Rio Grande do Sul lies on the Uruguayan border, but 


_ since the amethyst-forming solutions have not recognized 
a geographic boundary, we have an overflow of the Rio 


Grande do Sul type stones well over into Uruguay, and 
all are sold as Uruguay amethyst. The connoisseur 
recognizes the different localities by the characteristics 
of the stones. Those from Rio Grando do Sul (Uruguay) 
are considered the most desirable. The crystals from 


' which they are cut average smaller than those of the 


other states, so the stones in general are smaller and 
somewhat more expensive. They are redder purple in 
color, more like the old Siberian amethysts which are 
now seen only in antique pieces of jewelry. They are 
sold by carat and can be had in sizes ranging from 
1 carat to 40 carats and retail at $7 to $20 a carat. 
The Ceara stones are light purple in color—the crystals 


_are among the most attractive of all amethyst specimens 
_for they are clear and shiny on their natural surfaces. 








However, the stones cut from them are likely to be pale 
and worth only $2 to $5 a carat. The greatest number 
of stones come from Bahia. They range in hue from 
rather pale to very dark, and in tint from a gray-blue 
violet to a purple, but the purple is less red than that of 





Leather Products on Parade 





Smith Patterson's, Boston, recently promoted leather products in 4 

special window display. Set against a shining leather hide back- 

ground were traveling bags, billfolds, handbags, jewelry boxes, 
sewing kits and other items. 
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ur sincere Holiday 
wish for you. . 


May your Christmas be merry 
And filled with delight 

And may health and good fortune 
Keep your New Dear bright 





























®& COMPA N Y TIA 
MANUFACTURING : 
JEWELERS pl ieee 
2 Garden Street , . e ) { \ 
Newark 5, N. J. Member American Gem Society 
* * 
k 
tae AVS 
2 
Sw Sapphires (Synthetic) Saw Kehios 
Will help to light up your Christmas 
As well as lead your business forward 
throughout the New Year 

Many of the country’s finest manufacturers of quality mountings 

have developed completely rounded lines of rings, bracelets and 

cuff links mounted with these beautiful Linde stars. Place your 

orders thru them—keep your stock and selection up to date. 

580 FIFTH AVE. Distributor NEW YORK 19, N. Y. 
Telephone: COlumbus 5-2656 
* The term "'Linde" is a registered trade mark of Union Carbide & Carbon Corp. 
*— + 
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the Uruguayan stones. They may be obtained ip qj 
sizes, 100 carats or over, and will retail at $3 to $10, 
carat. 

The jeweler must be careful in working on an amethyg 
in the mount to avoid heating the stone, for light heating 


HAND SET GENUINE MARCASITE _may have one of two effects on the stone. Many time 
STERLING RHODIUM FINISH an amethyst will fade to a paler color after being heated. 
_ Others turn brown and become what the trade knows ag 
topaz or quartz topaz. The proper name for this mate. 
rial is citrine, but many people very properly object to 
this name, with its implications of yellow, as a name for 
the rich red-brown burned amethyst from Rio Grande 
do Sul and Uruguay. In Europe there is now general 
agreement on the use of the word citrine, misleading ag 
this name is in respect to the color it describes. [py 
America we find no such agreement; on the contrary, 
there is almost universal agreement in the trade on the 
name topaz; an even more misleading name since it js 
the name of an entirely different mineral and a much 
more desirable and expensive jewelry stone. 

One can stimulate considerable controversy over the 
word, but it seems preferable to agree on a compromise 
that will be acceptable to both the mineralogists, who 
object to having a mineral name usurped by another 
stone merely because it is a better merchandising name, 
and to the jewelers, who have popular acceptance and 
long usage on their side. We have examples within the 
trade where this has been accomplished without great 
dissent. Crystal glassware and crystal necklaces are not 
confused, both the jeweler and his customers know that 
the latter is quartz and that the beads were cut and 
polished like any gemstone, while the crystal glassware 
is just glass, high quality perhaps, but still blown or 
molded glass. Nor do buyers and sellers confuse onyx 
ringstones with onyx ashtrays, bookends and lamp bases. 
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The Finest Things in Life Are Here 


Capitalizing on the power of nationally advertised 
lines, Horowitz Watch & Clock Shop, Vineland, N. J., 
recently conducted a month long “As Advertised in Life” 
promotion. The promotion was timed to coincide with 
the firm’s 19th anniversary and newspaper ads stressed 
this point as well as the store’s offering of brand name 
products. 


Perfect Marcasite 
ae Jewelry 
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ALL PRICES ARE KEYSTONE 


Our 1952 Catalog 


mailed on request to rated Jewelers only 


KIMLER & DANIEL, Inc. 


Exclusive Manufacturers of 








Display windows, as well as the store interior, featured 
mounted ad reprints from Life magazine. Partners Cy 
Kramer, above left, and David Horowitz, right, were 


83 CANAL STREET, NEW YORK 2, N. Y. pleased with the results of the promotion. They believe 


the promotion will be remembered by customers. 


Marcasite Jewelry 
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A line that leads to sales 


You'll attract those who want something out of the ordinary 


_.. you'll meet every preference, every budget . . . with the 


Petite Model 
No. 436 

For the moderate 
sized room. The 
elegance of 
Sheraton styling 
in a mahogany 
case only 69%/,” 


Herschede line of fine clocks. There are smart alarms, 
unusual wall models, exquisite table and mantel designs, 
magnificent floor clocks — all key wound — all with the 
Petal lile- Mime (SilchimclileoMacehittileliriill MilcimuleL< MoM ilire 




















° high. 
appeal to the most worthwhile trade. = 
Chimes 
Retail $545 
plus tax. 
(West Coast 
| floor clock 
Below rices are 
eee, teed te slightly 
desks, for small rooms. higher) 
7,” wide. Retail $18.50 
plus tax 
} 
f (Left) 
p No. 640 
se : French 
No. 700. Mahogany case. | Provincial Write for 
134." wide. “mg aad Half il : Wall Clock free brochure 
Hour Strike. Retail $40 plus | Hour and illustrating 
tax : Half Hour all 37 designs. 
} f Bell Strike 
. 11¥,” square 
Retail $80 
plus tox. 


THE HERSCHEDE HALL CLOCK CO., CINCINNATI 6, OHIO 
NEW YORK OFFICE AND SHOWROOM: -37 WEST 47TH STREET 























820—High class Gents Ring 
Trowel and Masonic side em- 
blem. 

FRATERNAL RINGS 860B—Beautifully designed 
Ring- Trowel and Masonic side 
emblem, finely enameled. 













850—Highly polished modern 
scroll effect. 

840—(not illustrated) available 
with side emblems. 


from the 


5S. SCHARF 


workshop 














All our rings are 
A 144-Square shaped sunburst 
top, Masonic emblem and trowel 


diestruck, available in 
and plumb side emblems. 


10K and 14K, 


white and yellow gold, 


Catalog sent upon request 
Order through your wholesaler. 
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MEMBER AMERICAN 


THE NAME THAT MEANS 
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SUPERB ACTION—PATENTED 
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If it’s action you want... 
use NIASH cuff link 
and earclip BACKS 


used by the finest manufacturing 
jewelers in the country... yet 
are reasonably priced. 


*Patented. Design 155,535 Patented Construction 2,472,958 


AVAILABLE 
In 
GOLD 
and 
SILVER 
and 
other 
METALS 











send for price list 





Infringers will be prosecuted 


REFINING COMPANY 


116 NASSAU STREET. NEW YORK 7.N_ Y¥. 


COr nd 7.4496 
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Perhaps an understanding may be worked out on this ij 
basis some day. The compromise “quartz topaz” and Not 
“topaz quartz” is not entirely satisfactory, because the Je § 
trade has the same grades in brown quartz that it has in i | 
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Antique Styledes, 








purple quartz, and according to that terminology, “topaz 
quartz” is low quality, flawed or partly milky, brown 
material; the heated counterpart of amethyst quartz. 

The brown quartzes may be subdivided into three 
groups, none of which has much value, though the rich 
browns and red-browns commonly sold as topaz are the 
best. Cairngorm is smoky quartz with a yellowish cast. 
It has been found in Scotland and was used locally in 
jewelry. It is very common material and comes in large 
crystals that can be cut to make gemstones of any size. 
It ranges from very dark and smoky (it can be black 
but in this form finds no jewelry use) to a pale smoky 
yellow. It is worth only the cost of the cutting and polish- 
ing, plus a few cents for the rough. Heating this mate- 
rial drives out the smokiness and leaves a pale yellow 
stone. Heat is not always required, for we also find con- 
siderable quartz with a natural light yellow cast. The 
stones cut from it have little color and less value. They 
are common in Ceylon, and we see many native-cut Ceylon 
“topazes” with this light tint. Brazil sends us a slightly 
darker stone of the same type, usually cut locally, and 
more symmetrically than those from the Orient; typical 
South American-cut stones. This material comes both in 
a natural yellow, and as fired smoky quartz. Like the 
Ceylonese stones, their value is only a dollar or so per 
carat. The richer yellow varieties of this type of quartz 
are the ones that are accurately described by the name 
“citrine.” 

More intensely colored brown quartz is produced by 





Cupid Can Be Practical, Too! 


Sentimentality often reaches its peak during peri- 
ods of war. Young women, inspired no doubt by 
Hollywood films, fall in love constantly with uniforms 
—and occasionally with the men wearing them. 

During World War II,, a teen-ager visited a Texas 
jewelry store. Wearing a brave smile, she asked 
Michael A, Fiorillo if she might look at identification 
bracelets. She ultimately selected one which she said 
was for her boy friend. 


yy AR MY -NAVY- MARINES 


| e3 





Miss Teen-Ager then requested to have it engraved 
with her loved one’s name, service number, ete. Her 
next request, however, was highly unusual, to say 
the least. Would the jeweler, she asked, please not 
make the engraving too deep. After all, she explained, 
if she broke off with her boy friend she could have 
the engraving removed and have another boy’s name 
placed on the bracelet! 


W rite us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 110 E. 42 
St. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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AND EARRING SET 
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Necklaces 
Bracelets 
Earrings 
Discs 

Key Chains 
Tie Clips 
Cuff Links 
Sport Chains 


Pel Sis ell Uf 
Catalogue chain. Company 


7 West 45th Street, New York 36, N. Y. 
Specializing in Gold and Platinum Chains. 


ALL ACTUAL SIZE 
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Since 1890 .. . Leaders 
in Sports and Industry 
have relied on Racine 


tor fine TIMERS 


Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 
x 
* GUINAND TIMERS 


* GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 


100 














heating amethyst to about 350°C, a treatment that fades 
the color of most amethysts, but some of which, as they 
cool, become brown. Some amethysts only fade, while 
others make a complete change of color. Excessive heat 
cracks the amethyst at 573°C; the “topaz-maker” must 
heat his stones cautiously. The final color is partially 
dependent upon the intensity of the original violet; hence 
the rich Uruguay stones make the most attractive red. 
browns. Usually these stones will be small, like their 
amethystine parents. Recently a find of amethyst in 
Bahia upset the usual routine by turning a dull green 
as the heated stone cooled. This new hue added another 
quartz variety to the jeweler’s array. 


"MADEIRA TOPAZ’ 


It was the rich red-brown Uruguay color that first gave 
rise to the confusion about names. While true topaz 
came from Russia and Brazil, there appeared on the 
market a lovely natural brown stone, which was found 
as dull waterworn, elongated crystals in Spain. It was 
marketed under the name of “Madeira Topaz.” The 
subsequent exploitation of large Brazilian deposits made 
the name “Madeira” inaccurate, naturally, and it was 
dropped—to the eternal confusion of the public and 
trade alike. Today we recognize several types of brown 
quartz with a range of prices: the light yellow stones, 
lrue citrines sell retail at $1 to $2 per carat and may be 
had in enormous sizes. 

Richer yellow stones, with a hint of gray, like the 
Bahia amethysts from which they were made, sell at 
comparable prices, $3 to $10 a carat. 

A brilliant orange-brown type, known to the trade as 
“Palmyra topaz” is the best of the Bahia type and costs 
up to $20 a carat. The deep reddish brown Uruguay 
(Rio Grande do Sul) stones are more limited in size, to 
90 carats, and sell at retail at $10 to $20 a carat. 

The trade’s flawed “topaz quartz” cabochons sell for 
$2 to $10 each, like the flawed amethyst quartz stones. 

There are but few remaining commercially important 
varieties of the coarsely crystallized quartz. Rose quartz 
is seldom transparent enough to be cut in a facetted form, 
though it has been cut into dull but interesting stones 
resembling pale morganite when it is found in really 
clear pieces. Brazil and Maine have been sources for 
such rough. The only real quantity is to be found in 
stones from Brazil, and the demand is restricted to con- 
noisseurs. Usually rose quartz is milky and its only use 
is in ornamental carvings. 


ASTERISM IN QUARTZ 


Rose to gray quartz has briefly found one application 
in the jewelry trade which was not dependent upon its 
color. Most rose quartz shows asterism, like that of a 
star sapphire, but less intense. It was found that hemi- 
spheres of this material, backed with colored baked 
enamel, gave excellent imitations of real star sapphires. 
They are easily detected, since they are gray and cloudy 
from the side, not colored, and since the bottom of the 
stone shows the layer of enamel, a layer which can easily 
be scratched off with a sharp-edged knife. They have not 
proved very satisfactory and have largely disappeared 
from the market with the advent of the Linde synthetic 
star sapphires, even though they were much cheaper. 

Lastly, among the coarsely crystalline quartzes we 
might speak of the transparent glassy material known 
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llin Satisfied Customers with Star King Style and Quality 















Star rings of perfection ... the result of years of creative experience by master 
ring designers. Eastern Star Ring, with stone-set Eastern Star, delicately set off 
by brilliant, synthetic white spinels in square plates —a gleaming 32nd degree 
crest bordered by synthetic ruby baguettes or blue sapphires. 


Order through your wholesaler NOW! 





















\\ | \}} 1 MANUFACTURING MEMBER 
t Bl Thich .. 


887-889 MAIN ST. BUFFALO 3, N.Y. 


HERE S HOW PROFITS LOOK 
TO THE SMART RETAILER! 


Established 1919 
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ALAS. 


You'll see everything you need for profits in the 














A & G catalog . . . because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
a4 1S ENSTEI N FINE JEWELRY profitable lines . . . backed by over 58 years of 
- w “cpanaheatinaaaiaae DIAMONDS dependable service . . . rely on Aisenstein & 
on be ‘oO RD (e) N. INC. A COMPLETE LINE — wholesale distributors of over 50 famous 

a aeaesteniaaibinainatiinaiin a taaaenaes P.S. If You Haven't Received Our 1953 

Wholesale Distributors Catalog, Send a Postcard Today! 

12-14 Sansom St. e Phila. 6, Pa. © Walnut 2-395 It's Free! 
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CULTURED 


665 Fifth Ave. 


649 So. Olive St.. Los Angeles. Cal. Phone—Van Dike 0966 
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PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 
Pacific Coast Ofice: HUBERT A. WOOD 
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WIN WITH FOOTBALL CHARMS 
by Qisher 


You can be the big winner in the midwinter athletic banquet 
season by selling charms to the many champion teams. 
Build for permanent leadership in this field with Fisher 
quality, in Sterling, Gold-Filled, Rolled Gold Plate, and 
olden melol(o MMLC). Qtolilo MN E-LO MEU che Me iilcoltle Mailed -tiel 16; 


JM. FISHER COMPANY, Attleboro, Mass. 








IIR ORM RAP coe Bataan. | 


A truly revolutionary end-piece 
which once and for all ends that 
troublesome “point-of-sale” 

fumbling — 


— 
¥ 
een 





Click it’s open 
— snap it’s shut. 


Available in our complete line 
of distinctive watch bracelets. 


Call or write for infor- 
mation or name of near- 
est representative. 
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TRADE MARK 








L. S. DINHOFER * MANUFACTURING JEWELER SINCE 1908 


74 W. 46th STREET, NEW YORK 19, N. Y. * LU 2-4495 
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Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique 
jewelry, has gained for us the reputation ef “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Unusual “Calls” fulfilled 
¢ Estates Purchased 
¢ Special Order Work 


0. Scheider 


manufacturing jewelers and 
traders in antique jewelry 


74 West 46 St. New York 36, N. Y. 
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as rock crystal. It is the commonest type of quartz, with 
great industrial application in radio work. However, 
for electronic use a very selected quality is required, and 
as a by-product we have unlimited amounts available for 
decorative applications. Its major use is in carvings, 
formerly made in China, now predominantly produced 
in Japan. The jewelry applications are few, sometimes 
we see rock crystal necklaces or rock crystal plates in 
rings, in the center of which a diamond or colored stone 
may be mounted. It is imitated by glass, as are the 
colored stones described above, but the crystalline char- 
acter of quartz and the consequent double refraction 
revealed by the polariscope suffice for its recognition. 
A crystal ball really does feel cooler than a glass sphere, 
because the crystalline character makes the quartz a 
better conductor of heat than is glass. The test can be 
confirmed by placing the ball on a piece of paper above 
a tiny black dot. In some positions of the sphere (any- 
where, except when you look right down the long axis 
of the original crystal) the dot will appear to be doubled; 
a test for double refraction that requires no instruments. 

Even without a test for the double refraction, we often 
see veils and cracks in a large carving which indicate the 
natural original of the material. Such inclusions would 
not be expected in a piece of glass. 

Desirable inclusions in rock crystal complete the series 
of the coarsely crystalline jewelry varieties of quartz, 
forming such stones as Venus’ Hairstone, originally a 
Swiss stone, but now available from Brazil in any amount 
to fill a negligible demand. The glassy material encloses 
long needles of brown to yellow rutile and in Victorian 
days and earlier it was a popular stone. It goes under 
several names, “Fléches d’Amour” (arrows of love), 
Venus’ Hairstone, or, more prosaically, rutilated quartz. 

When numerous bubbles and clouds make clear quartz 
completely white and opaque, we have milky quartz. 
We often see, particularly in the west, stones that have 
been cut from milky quartz that was associated with 
native gold in the California mines, another and certainly 
a desirable sort of inclusion in quartz. Air filling thin 
cracks in rock crvstal sometimes makes colored rings; 
the earliest “opal” is thought to have been such a cracked 
bit of crystal. Quartz may be deliberately cracked by 
heat and then soaked in a colored dye to make it red. It 
has been sold under the name rubasse, rubace, Ancona 
ruby and Mt. Blanc ruby. So far as the present trade 
is concerned it does not seem to be still made. 





‘For Sale! Pennies and Nickels’ 


Alpert’s Jewelry Store, Elmira, N. Y., is accomplish- 
ing a double-barreled objective in providing shoppers 
with pennies and nickels for parking meters. 

First, it wins the goodwill of shoppers in the downtown 
district who find themselves without coins for the meters. 
Secondly, it draws traffic to its own store. 

Alpert’s has a big bowl of pennies and nickels on a 
showcase near the front door. 

The store promotes this change-making service with 
catchy newspaper ads which state: 

“For Sale! Pennies and Nickels at Regular Prices. 

“Ever need change for the parking meters? Every- 
one seems to at one time or another. Come in. Make 
your own change. Everyone trusts Alpert’s and Alpert’s 
trusts everyone, just like they have since 1907.” 
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BENNINGTON, with 
Westminster Chimes 
retails for $525 
plus tox. 


The R-935, graceful, elegant 
and with Westminster Chimes, 
retails for $65, plus tax. 
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LOOSE YELLOW PEARLS 


for EXPORT 
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Cultured Pearls 


LOOSE PEARLS 
MABES (half pearls) 
NECKLACES 


Z. I. LEVKOV, 


565 FIFTH AVE., at 46th 
NEW YORK 17, N. Y. 
Telephone PLaza 3-9727 
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WANTED 


For Midwest and Pacific Coast 
territory ... 


*% Well-known manufacturer's 
line of rings and mountings. 


* Lucrative, long established 
accounts. 


* Commission and drawing ac- 
count. 


* Full house cooperation. 


Splendid openings for ambi- 
tious salesmen looking for per- 
manent connection with reliable 
manufacturer. 


REPLY IN CARE OF DEPARTMENT "X" 


GOODMAN & COMPANY 
42 W. Washington Street 
INDIANAPOLIS 4, INDIANA 
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SINCE 1907... 


@ prove, sales-appeal. Send for catalog. 
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A half-century of skilled craftsmanship 
stands behind their e eye-catching design 
@ superior materials @ lasting durability 


Mfd.ty ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2.0L | 
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UNUSUAL 
OPPORTUNITY 


Well known aggressive diamond ring firm 
with delivery line, plus wedding rings and 
diamond jewelry, has opening in two prime 


territories 
MIDWEST 
INDIANA OHIO 
MICHIGAN KENTUCKY 
SOUTHWEST 
TEXAS LOUISIANA 
OKLAHOMA ARKANSAS 


Applicants must be experienced, have established fol- 
lowing with independent retail jewelers, and be cur- 
rently selling diamond merchandise in the territory. 
Drawing account and expenses against commission. We 
would prefer a man living in the territory. These posi- 
tions offer real futures for the right men, Please state 
background and experience. All replies will be kept 
in strict confidence. 


Box No. “A, 1200" care of 
JEWELERS’ CIRCULAR-KEYSTONE — 


New York 17, N. Y. 


100 East 42nd St. 

















As Always - 


Since 1903- 
Retail Jewelers 


can depend upon our prompt 
handling of every Xmas Or- 
*% der — right up to the last 


shipment on Xmas Eve. 


Distributors of the finer lines 
that all better Jewelry Stores sell. * 


WRITE FOR OUR NEW 
1953 ANNUAL CATALOG 
50 YEARS OF SERVICE PLUS 


The Wallenstein-Mayer Co. 


31 East Fourth Street 
CINCINNATI 2, OHIO 


TELEPHONE MAIN 1820 














JADE 


| One of the largest importers of 
JADE of every type 


1 Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 





W rite for full particulars 


CHINESE JADE CORP. 








DIAMONDS oz EXPORT 
BARBER saxo SLUIS 


Sy UD), 4 o's A me LOLUN) = 
32/34 HOLBORN VIADUCT 





LONDON, Fon age 


SLUBAR - LONDON 


CABLES: 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
Olu 


LONDON, ANTWERP ann AMSTERDAM 
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to feature | for every gift occasion | 


; day in the year someone in your 
neighborhood is searching for an unusual 
gift for a wedding, birthday or anniversary. 
You can turn this search into a sale 
. by featuring the “Golden Hour”... 
America’s most popular gift clock. 
24 karat gold plated .. . fully guaranteed. 


Distributed by 


JOS. B. BECHTEL & CO., INC. 


729 Sansom Street 
PHILADELPHIA 6, PA. 
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Charles Reed, manager of 
Gittelson Jewelry Store, 
has fitted small quality 
appliances profitably _ in- 
to the gift department. 


Small Appliances Are Profit Items 





oe 

= appliances do not constitute what 
you'd call a particularly large percentage of our store’s 
business,’ says Charles Reed, manager of the Gittelson 
Jewelry Store, St. Paul, Minnesota, “but it’s an important 
percentage . . . not only from the profit standpoint, but 
from the standpoint of convenience and service to our 
customers. I feel that quality appliances have as much a 
place in a jewelry store as necklaces or watches or 
lighters. Since we stock only quality items in the way of 
electric mixers, toasters, fryers, irons, coffeemakers, 
radios, electric razors and clocks, we never hesitate to 
recommend the purchase of such an item for a really 
fine gift. 

“For instance,” he continued, “a young man comes 
here for the engagement ring and his and his bride’s 
wedding rings. Usually he'll want to get her a wedding 
gift. If they have to be very practical about how they 
spend every penny—we may suggest a portable radio or 
a small radio for their bedroom or kitchen. Or an elec- 
tric mixer. That sometimes pleases the girl better than a 
less practical gift. And if we don’t sell him an appliance 
of some sort then, we very likely will when he stops in 
to get her something for Christmas or their anniversary. 

“We aim for that sort of repeat business . . . and we 
try to make the store a place where men like to shop: 
the various departments are clearly marked and our 
sales personnel is always ready to aid him in the selec- 
tion of the most suitable, tasteful gift. Further, I think 
we do more with charge accounts here than most jewelry 
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In This Jeweler’s Gift Merchandising Program 


by PATRICK CLEPPER 


stores, so that it’s easier for a customer to get an expen- 
sive item here and pay for it without crippling his pockel- 
book. This, too, brings him back for further purchases.” 

Another service which Reed believes helps sales along 
is Gittelson’s special gift wrapping department. 

“Of course all jewelry stores make some sort of effort 
along this line,” he explains, “but with us it’s a more 
elaborate feature. All year ’round we offer the kind of 
gift wrapping most jewelry stores offer only at Christmas; 
you know, very colorful papers and large fluffy bows 
and such. 

“Even one of those wonderful electric mixers doesn’t 
look much like a gift in plain wrapping paper—it’s big 
and clumsy looking. We ‘doll’ it up and a wife just can’t 
help but be pleased at her husband’s thoughtfulness. And 
there’s no extra charge. 

“You'd be surprised at the sales we make to office 
groups who rush in here at noon or during a coffee hour 
to buy a gift. Quite often they have just money enough 
for the gift itself, after they've taken up a collection for 
a girl in the office who is going to be married or is 
leaving. These committees don’t want to pay extra for 
cift wrapping nor do they have the time to go elsewhere 
to get it done. We do it for them in a jiffy.” 

Spring surpasses even Christmas as a season for home 
appliance buying, Reed has found, so that’s when he 

(Please turn to page 139) 
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Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend, fancy free. And 
they fancy jewelry! 


Getting gifts galore! 
For birthdays, graduation, 
Christmas, hope chest. And 
givers nearly always buy her 
just the gifts she wants. 





Coaching Mom, Dad! 
Spark behind the second big 
family furnishing. Prompting 
purchases of new flatware, 
china, glass and appliances. 


THERE’S ONE BEST WAY TO REACH THE 7,500,000 


Here comes the bride? 
More girls marry at 18 than 
at any other age. They're 
picking products, buying 
brands now for “that day.” 


YOUNG WOMEN IN THEIR TEENS: 
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AND 


HERE 
TOMORROW 








THAT YOUNG WOMAN 
IN HER TEENS 


HERE TODAY 
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|. For the seafarin' man, Hadley offers this men's 
nautical jewelry set. From the Mariner's series, set 
is $6 retail, or $3 for tie bar and $3.50 for links. 


2. This tie clip and cuff links set, ‘Fleur-De-Lis,” 
is made of genuine hand-carved mother of pearl. From 
Squire line of Taunton Pearl Works, Taunton, Mass. 


3. Interest in antique automobiles is capitalized on 
in these sets of cuff links and tie slides. The sets 
are of heavy sterling silver, attractively packaged 
and retail price is about $16 each. By Hayward Co. 


4. Reported to be the “thinnest mechanical plastic 
pencil on the market," Sheaffer's new TM pencil is 
available in a variety of colors to match the Snorkel 
pen. Its retail price range is from $5-$17.50. 


5. An heirloom ring recreated from an early American 
model, No. 1255/7, features a 9-stone cluster. It is 
14K gold, decorated with black jeweler's-enamel. By 
A. Sauer & Company, Kon-ite Building, Cincinnati. 


6. Golden Wheel is introducing this miniature flirt 
gun—a perfume spray gun. It is plated with 24K 
gold and comes in an attractive faille carrying bag. 
From the Reibling-Lewis Company of Providence, R. I. 


7. A complete assortment of sport motif jewelry has 
been brought out by Anson. These sets are available 
in silver and gold oxidized finish. $5 a set, retail. 
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|. A new addition to the Herschede Hall Clock Co.'s 
line is this mantel clock which has an 8-day, key 
wound, pendulum movement. $60 retail with Westmin- 
ster chimes on all quarters; half-hour strike, $40. 


2. "Lullaby-Luminous,"" a Telechron electric alarm 
clock, features black dial, yellow-green numerals, 
and a red sweep second hand. With luminous fea- 
tures, the fair trade or suggested retail price is $5.95. 


3. "“Mastertime" is covered by glass on four sides; 
base and frame are gold-plated. From Mastercrafters 
Clock & Radio Co., Chicago. Retail price: $39.95. 


4. Matching period or antique furnishings, this im- 
ported wall pendulum clock has a gold finish, hand- 
carved case I8!4" x 12'/,". Keystone price is $96; in 
dark brown stain: $68. By Fred J. Koch, New York. 


5. Celestial’ (model I-TM-52) is an electric clock 
set in transparent lucite bowl. Removable back-rest 
permits it to be used on shelf, table or wall. From 
Sessions Clock Co., it retails at $7.95, plus F.T. 


6. "Classmate-2" is a 4-jeweled, 30-hour key wound 
alarm clock. Available in brown, green, red or blue 
leather from Seth Thomas. Retail $12.50, plus tax. 


7. Ideal for milady's boudoir is "Vanitie 400" by 
Pennwood Numechron, Pittsburgh, Pa. Individually 
boxed, it stands 4!/," high, 7" wide, and 4" deep. 
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Pa NX This lightweight General Electric 

J ‘ portable electric mixer (left) is 

by . y adaptable for use in any part of 

F z HEW RE : the kitchen. The fair trade price 

i; 4 : of the mixer is set at $19.95. 
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Arvin's table radio #651T (left, 
below) is cased in ivory, willow 
green, sandalwood or ebony. The 
suggested retail price is $29.95. 




















An ivory plastic cabinet encases this 5- "Grill-N-Waffler" (above) fea- 
tube clock radio by General Electric at tures an automatic signal light. 
left. With luminous hands and hour mark- Introduced by Westinghouse, its 
ings, set is priced to retail at $34.95. suggested list price is $29.95. 
, “* Millions read this in Reader’s Digest... . 










Pactltic Silver Cloth rated best 
im impartial laboratory testis? 








Impartial laboratory tests, reported in Reader’s 
Digest, proved that no other form of protection 
a. tested prevented tarnish as effectively as Pacific 
: Silver Cloth . . . recommended by leading 
silversmiths and jewelers! 

Your customers read about Pacific Silver 
Cloth’s proved protection every month in these 


national magazines: 





HOUSE BEAUTIFUL HOUSE AND GARDEN 
ye WOMAN'S HOME COMPANION GOOD HOUSEKEEPING 
Display Pacific Silver en ) BRIDE S REFERENCE BOOK BRIDE'S MAGAZINE 
Cloth where your CUS- 
tomers can see it! Point New visual Pacific Silver Cloth 
{PRD CED ED ED GED GD 6 GE EP 6 eee eee eee eee 


out the label and beaver- . ’ 
- Wrap display moves wraps fast: 

brown color that identify Pp aispta) P fe 

the genuine Pacific 


PACIFIC MILLS, Dept. 12R, 1407 B’way, New York 18, N. Y. 


Gentlemen: Please send me names of suppliers and descriptive 




















| 
Silver Clot! 
er Uloth. ’ ' : | literature on Place-setting Rolls ——, Hollow Ware Bags ——, | 
Tiny silver particles in Lined Chests ——, Packets ——, Wraps (yard and '2-yard) ——. 
Pacific Silver Cloth trap 
tarnish gases... prevent | | 
them from reaching hol- r Name Title 
low ware and flatware. , 
ans Store Dept 
| | 
» | Address | 
; Be 
Onty PACIEIC. Sitwer Cloth | 7 
eo, © = | City Zone State | 
positively prevents tarnish | 
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Stainless Steel Blades 


by y ee plou 


For New Goods or Repairs 











Cap Lifter (Hook Type } 
Cheese Scoop 


Bottle Opener (Ring Type) 
Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 





NORTHAMPTON CUTLERY COMPANY ¢ 


ESTABLISHED 1871 





NORTHAMPTON 2, MASS: * 




















LINES WANTED 


Well Known Salesman 
Calling on 


WATCH IMPORTERS 


and 


JEWELRY WHOLESALERS 


With Nationally Advertised Line 
desires additional strong 
lines for Metropolitan Area 





Please send full particulars to 


Box “S, 1269," Jewelers’ Circular-Keystone 
100 East 42nd Street New York 17, N. Y. 
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Stone of the Month 


(From page 80) 


earliest stones known and used by man. Like other 
stones, garnets were confused by the ancients with the 
rarer and more precious stones. They grouped them with 
other red stones under the general heading of “car. 
buncles.” This word from the Latin carbunculus meaning 
“little spark,” is an apt one applied to the beautiful req 
garnets and legend has it that such a carbuncle was hung 
in Noah’s Ark to give light. 


In the Middle Ages travelers wore a carbuncle as a 
protection from accidents on trips by land and sea. 
Taking the opposite view were the Asiatics and even our 
own Indians of the West who used garnet bullets in their 
suns in the belief that because of their glowing color 
they would inflict a more deadly wound. 


Old tales tell of the beliefs in the medicinal qualities 
of garnets or carbuncles and many is the stone that was 
pounded to powder to fill the prescription for an elixir 
as a heart stimulant or an antidote against poison. 
The color of the stone was considered an important part 
of the curative powers with which the stone was believed 
endowed. While the stone was used indiscriminately for 
all those seeking its curative powers, it was believed that 
it especially benefitted those who were born in January. 


RADIO COPY 


For a Masculine Appeal 


Announcer: City Jewelers have been garnering garnets, 
glowing red birthstones for the month of January! These 
rich red stones are singularly appropriate for men’s jewel- 
ry, and make a fine showing in massive settings of yellow 
gold. City Jewelers are featuring tie bars, cuff links. 
rings, lapel pins, and emblems of fine garnet and gold 
jewelry, and the prices are surprisingly low. Almost all 
men love the depth of glowing color in garnets, and 
almost all men enjoy owning their own birthstone 
jewelry! If you are selecting a gift for a man—and it’s 
not too early to be thinking of Valentine’s Day—or if 
you re a man shopping for yourself . . . plan to visit the 
beautiful birthstone department at City Jewelers. You will 
find top quality jewels in every price bracket. Cit) 
Jewelers are at... Main St... . in your city! 


For a Feminine Appeal 


Announcer: City Jewelers have been digging into the 
interesting fact that a rich deposit of garnets, the Janu- 
ary birthstone, was discovered by workers digging be- 
neath Fifth Ave. in New York City. And very appro- 
priate, they say, for a jewel so high in fashion favor to 
be found beneath the greatest fashion street in the world! 
The rich red beauty of garnets, and their modest prices, 
make them an outstanding jewelry choice, especially this 
season, when red is one of the most important color 
accents in fashion. City Jewelers have natural throat- 
line necklaces, matching flexible bracelets, button and 
pendant earrings, pendant crosses, and a wide selection 
of pins in fine garnet jewelry. Since each jewelry piece 
is made up of many garnets, and each garnet is indi- 
vidually set in gold-filled prongs, the effect is a glowing 
mosaic of deep-red jewels highlighted in gold. City 
Jewelers are at... Main St.... in your city! 
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Art Gallery Motif 


(From page 86) 


series of tilted shelves, five rows high. Each of the 
settings is marked by name and maker, and every “tray” 
is removable for closer inspection. Through this truly 
“museum piece’ display, 165 place settings may be 
exhibited at one time. 

Moreover, the display remains wholly flexible: the 
tilt of the shelves may be varied, or the partitions re- 
moved entirely for the display of hollowware. 

The silver room may be entered through the jewelry 
department by way of the sitting-room corridor, or 
through its own garden entrance, which leads from the 
parking area. This is an especially favorable location 
in terms of hollowware, which may be bulky or heavy— 
easy access to the customer's automobile being a con- 
venience. 

For the same reason of bulk, two small lifts have been 
installed at the Howes silver room. leading to the stock- 
rooms and permitting easy transfer of merchandise. 

The store was introduced to the community as “GHQ.” 
an abbreviation for Gift Headquarters. Perhaps as news- 
worthy as the store itself was its manner of presentation 
with special sections in the “Los Angeles Times” and 
the “Pasadena Star-News.” These newspapers carried a 
total of 614 pages of advertising and store history, the 
bulk of the advertising being congratulations from a host 
of suppliers to this long-established firm. 

A unique approach to the opening publicity was the 
emphasis given Howes’ personnel as an organization of 
“associates” rather than employees, taking stock of their 
experience and coming up with a total of 330 years in the 
jewelry trade. 

Members of the staff include: Horace A. Querques, 
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Can You Top This? 


In this modern era of anvanced technology, manu- 
facturers dedicate their products to making life 
easier for Americans. There is practically a product 
to fill every possible human need or fancy. 

But sometimes manufacturers fail to keep abreast 
of the needs of some highly delicate ladies. For in- 
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Stance, there’s the woman who approached Lawrence 
Tomchin, Mayor’s Jewelry Co. of Dayton, Ohio, and 
asked, “Do you have sterling silver margarine 
spreaders?” 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 110 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 














FOR DECEMBER, 1952 





Accurate, speedy price-marking 


with MONARCH “PATHFINDER” 
PRICE-MARKING MACHINE 





saves selling time, 


prevents price mistakes 


RCH 
MON TON 





Legible price-marking on 
every item helps selling 


7 5408 
is 1, .09 










Eliminates price arguments 
and misunderstandings 


Provides quick, easy, 
visual stock control 


Monarch “Pathfinder”’ 
price-marks 30 sizes in 10 
styles of Tickets, Tags, Labels 






. Sturdy and strong, but 
~ light enough to carry 
Hand-operated, $49 * 
easy for any 50 
employee 
to learn 


F.O.B. Factory 


*Price quoted is for 
U.S., possessions and 
Mexico. State or City 
tax, when applicable, 
extra. 


A big help at low 
cost—ideal for 
special depart- 
ments, small 
stores, city chains 









For illustrated folders and free 
sample price-marking tickets, tags, 
and labels, mail the handy coupon. 


FILL OUT, CLIP AND MAIL 








The MONARCH 
Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 





We are interested in accurate, speedy, low cost price-marking. 
Please send sample Monarch Tickets, Tags and Labels; also illustrated 
folder about Monarch ‘Pathfinder’ Price-Marking Machines. We 
understand there is no obligation. 

















CL ee ee fleas 
ADDRESS —_ " 
POST OFFICE ZONE STATE = 
CK 1 52 
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SALESMAN WANTED 


for 


Midwest and Southwestern territory 
to sell complete line of ladies’ 


and men’s 10K and 14K stone 


rings of superior quality. 


Commission and drawing account 
Applicant should have a follow- 
ing of the better credit and cash 


jewelers. 
% 


KRITZER, STERN & KRITZER, Inc. 
15 West 28th St. New York 1, N. Y. 

















* 
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Tithas ks 
your 
income 


without 


investment 


or 


! 
" inventory! 
tf ... offer your customers a complete line of trophies— 


from sports ‘‘Oscars’’ to Championship Awards—without carry- 
ing a single item IN STOCK! Take all orders from big full-color 
illustrated catalog ...or 
Amazing new ‘“‘Stereo-Kit’’ 
slides of 190 different styles... 
FREE to dealers who order a minimum sample assortment. 


For full information, mail the coupon today! 


showing 3-dimensional color 
Toltlol MioM MAM alalelohiameoity >) ioh a 























ARLEN TROPHY CO., INC. 
50 Gold Street, Brooklyn 1, N. Y. 
Please rush me FREE Catalog—plus details 
about FREE New ‘“‘Stereo-Kit’’ 
NAME 
0 Ee ee eae ee 
ADDRESS adieu Pear 
CITY ____ZONE___ STATE 














engraving department; Harold C. Kelly, head watch. 
maker (an authority on horology, he has written several 
books on the subject, the best known of which is “A 
Practical Course in Horology) ; Bette Lyon, sales depart. 
ment; J. George Ward, sales department; Oscar Wil. 
lumsen, gift packaging; Eileen Lawless, auditor; Irene 
Ford, sales department; Margaret S. Armstrong, office 
staff; Virginia J. Resch, office staff; David M. Kerr, 
shipping and traffic; Ruth H. Connell, sales department; 
Raymond J. Jarosz, repair and special order; and George 
D. Hoy, manager, Huntington Hotel Shop. 

Coincident with the opening was the elevation of 
Durward Howes III to vice-president and general mana- 
ger of the Howes stores in Pasadena, Los Angeles and 
Santa Barbara. Durward is the third generation to take 
the reins of management since the founding of B. D. 
Howes and Son by the late B. D. Howes. 

Like his father, Durward III is active in civic affairs 
and in the jewelry trade on local, state, and national 
levels. The younger Howes has just completed his term 
as president of the Pasadena Junior Chamber of Com.- 
merce, during which term the organization won a cita- 
tion for community welfare service at the Dallas national 
convention. Young Howes was founder of the Los 
Angeles-Pasadena Breakfast Panel in 1947, and is now 
president of the California Retail Jewelers Association. 





Free Watch Inspection Offered 
To Elmira Residents 


Alpert’s, Elmira, N. Y., went all out after repair service 
business with a Watch Clinic promotion in which the 
store offered watch owners a free 10-point watch inspec- 
tion. 

Alpert’s told Elmira residents they could bring in 
their watch regardless of when or where it was pur- 
chased. The store said one of its eight skilled repairmen 
would make the thorough inspection “that may add years 
to its value, and may even prevent its loss due to faulty 
lugs, bars, etc.”’ 

Alpert’s launched its Watch Clinic promotion with a 
large newspaper ad and store display. It listed the 10 
points in the free inspection as: 

1. All injurious dust will be removed from watch dial 
and crystal. 

2. Crystal will be firmly cemented to prevent loss and 
dust penetration. 

3. Case will be expertly polished to as near its original 
luster as possible. 

4. Watch will be timed on our exclusive electronic 
equipment. 

3. We will carefully regulate and adjust the hands 
for precision timing. 

6. Bracelet, strap or cord checked for security and 
strength. 

7. Case will be inspected for dust-proof protection and 
adjusted if possible. 

5. Estimates given on any necessary repairs upon your 
request. 

9. Missing parts replaced with genuine materials at 
our exact labor and material cost. 

10. Lugs, bars will be inspected for present strength 
—and if faulty, will be replaced, free. 
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Famous Diamonds of the World 
EUGENIE 


A perfectly cut brilliant, oval in shape and weighing 
51 carats, the Eugenie was named for an Empress of 
France but first belonged to an Empress of Russia. 
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It was worn in a hair ornament by Catherine the 
Great. She presented the stone to her favorite, Grigori 
Potemkin, whom she created Prince of Tauris and master 
of a great estate. Potemkin was extremely fond of jewels 
and he used to devise new mountings for them. He set 
diamonds with his own tools. His court coat with jewel 
embroidery and real diamond buttons was valued at 
$1,250,000. Potemkin’s favorite niece, Countess Branit- 
sky, inherited most of his jewelry and the big diamond 
came down to the grandniece, the Princess Colorado. 
She sold it to Napoleon III, Emperor of France, when he 
was about to wed Eugenie Montijo, a Spanish beauty 18 
years his junior. 

Eugenie is supposed to have asked for two wedding 
gifts, a wild Barbary horse (she was a skilled horse- 
woman) and a diamond necklace. Napoleon bought the 
steed; then he negotiated for the big diamond and had 
it mounted in a lovely necklace. Eugenie said she herself 
named the jewel. The Emperor also gave her diamond 
earrings “with drops as big as almonds” which had 
belonged to Marie Antoinette. 

When the fall of Napoleon III in the Franco-Prussian 
war of 1870 drove Eugenie from France, her jewels 
were smuggled out of the Tuileries in newspapers, hidden 
in a boot closet, and finally carried across the Channel 
and deposited for her with the Bank of England. Many 
pieces were later sold at Christie’s great auction house in 
London. The Gaekwar of Baroda bought the Eugenie for 
$75,000, and it is still owned by his descendants. 





Kortz Jewelry, Denver, Colorado, greets the New Year 
with a “forecast” in the form of a newsletter. This fore 
cast lists trends in jewelry, price rises, and types of 
Jewelry which may become scarce. The newsletter men- 
tions any changes in store policy, expansion programs, 
= “ like, which are slated to take place in the year 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 








\” MADISON AVE. MEMPHIS 1. nf 




















What is , gy tng 
the secret to @ Volume Purchases 
QUALITY @ Volume Sales 
DIAMONDS ® Minimum Profits 
at low prices??? |} ° — 

















Whether your diamond purchases average $100 
or $100,000 we can fill your needs at prices that 
are a challenge to the trade. Be convinced that 
there is a diamond house that does a volume 
business on a minimum profit basis. 


Write today! A parcel of seven to twenty 
point loose diamonds will be sent on memo 
for your inspection. 





YOUR PER 
COST $ | 3 5 00 CARAT 
ONLY 


PRICE LIST ON REQUEST 





Larger diamonds available on memoran- 
dum for those last minute Holiday calls. 


Wen Goldberg éx c.. 


Chicago 2, Illinois 











29 E. Madison Street 
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How Jt-h helps you... 
and the jeweler... sell more 


i e’re making things happen ...coast to coast... month in and month out... 
in the jewelry store market. And we're stirring up sa/es action you can take part in. 











You’ve probably noticed handsome new stores cropping up where traditional ones 
formerly did a satisfactory business. Now they’re reaching for more and bigger 
sales. You’ve seen stocks broadening and more people than ever flocking to the 
jeweler for more kinds of gifts. You’ve seen modern promotion spurring the sale 
of diamonds, and fashion spurring the turnover of fine jewelry. What’s back of it? 
An aggressive, modern merchandising trend in the jewelry store market —backed 
vigorously and continuously by JC-K. 


Are you making the most of the expanding opportunities . .. pushing every item 
in your line harder by helping the jeweler to sell more? Are you giving the best 
sellers a boost by putting the jewelers’ prestige and reputation behind them? 
Remember, the jeweler is an expert people believe in. His name adds lustre to a 
gift. His store is an exciting place to shop in. And the jeweler does his shopping 
right in the pages of JC-K. 


% 


He looks to JC-K for ideas—for selling slants—for tested merchandising and 
business methods —and for products to add to his line. He covers the field every 


month in JC-K. 
Ask the jewelers themselves—as many manufacturers have. 


Seven out of ten say JC-K is the most helpful of all jewelry 
trade magazines. It helps them sell ’round the calendar. 







THE 






htatch a 
atereheandisd 


Jewelers 


A CHILTON @ PUBLICATION 


THE JEWELERS’ CIRCULAR-KEYSTONE 





oA a6 
onbadt oct ° 
¥ 






wate 





116 

















Take China and Glassware 


It's typical! In every issue of JC-K you ll 
find big feature articles on this important 
merchandise, and sales-boosting facts 
about china and glassware. 

JC-K has featured china, glassware, and 
related items since the turn of the cen- 
tury... began pushing them as partners 
to silverware back in the depression, 
when jewelry stores needed extra lines. 
Pressure was added during the war when 
metals were scarce and china and glass 


were “naturals” to help out shrinking 
stocks. They sold! Since then JC-K has 
been constantly urging jewelers to lift 
their profits with fine china and glass. 
Issue after issue, we've pointed out ways 
to make all table-top fashions part of a 
single sales drive. We've explored bridal 
markets ...explained gift opportunities 
... reported successful promotion ideas. 
Now more and more jewelers are selling 
more and more china and glassware. 


A B/G FEATURE... an important booklet! 


JC-K promotes table-top fashions ‘round the calendar— 





keeps jewelers merchandising in this field. And we've added 
one big feature—the complete story of TABLE-TOP 
FASHIONS and HOW TO MERCHANDISE THEM. 


This thirty-page booklet was reprinted from a single issue. 
[t's typical of how thoroughly JC-K helps the jeweler to 
sell. It’s available to jewelers (at cost) for their staff—as 
a textbook and training guide. And it’s in big demand. 


Nowhere else will you find such broad and continuing 
help in pushing china and glassware . . . in fact, everything 





More and more 
jewelers are 
stocking and selling 
china and glass 





JC-K's continuing research shows a 
constantly increasing number of 
jewelers setting up giftware depart- 
ments... stocking and selling china 
and glassware as related merchan- 
dise to their basic silverware lines. 
Latest JC-K figures show that today 


40.9% sell glassware 
36.2% sell china 


These stores are the leaders in their 
communities... the top half of the 
market that accounts for 90% of the 
total industry volume. And, of 
course, these aggressive stores are 
regular JC-K subscribers. Why? 
Because each month they find 
rounded editorial coverage of all the 
merchandise they carry... 


Diamonds & precious stones 
Fine jewelry and rings 
Watches and clocks 

Sterling and plated silver 
Costume jewelry 

Giftwares 


JC-K’s solid, year ‘round treatment 
of all subjects that concern jewelers 
makes it their first choice by a 

wide margin. And that's why it's 

the first choice of advertisers, too 
—as the best way of getting 

their story to the jeweler. 








that jewelers sell! 


Circular-Keystone 


100 EAST 42nd STREET, NEW YORK 17, NEW YORK 
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Table settings, such as this one in the Hawaiian mood, are a ‘round-the-calendar promotion device. 





Geary S Makes Successful Specialty 0 


There’s profit in tableware lines as this West Coast store has found in 


putting all its efforts behind china, glass and silverware, exclusively. 


Geary’s. of Beverly Hills, Calif., is a 
West Coast store that has made a successful specialty of 
tableware lines—silver, china, glass and accessory items 
—to the exclusion of all else. 

Geary’s history dates back to 1932, when H. L. Geary 
opened a small shop with two patterns of Spode china, 
some kitchen hardware, a sprinkling of earthenware. 
giftware, and related goods. 

By 1934, the present location at 351 North Beverly 
Drive, Beverly Hills, had been acquired, measuring 50 
by 110 feet with a balcony level encircling the store. 
Geary’s was then already becoming a byword to Beverly 
Hills homemakers. In 1944, the store was purchased by 
Elias F. Spilker and Albert Behrstock, the latter a well- 
known West Coast jeweler and head of the Barry’s chain 
of retail jewelry stores. In 1950, Mrs. Spilker bought 
out Behrstock’s interests and, upon her husband’s death 
the following year, stepped into active management of 
the concern. 

Under her direction, and with the aid of a capable 
staff headed by Lloyd Sorensen, store manager, and Mrs. 
Fredericka Arbogast, china department head, the store 
has continued to expand its California lines. 

This past June, in an extensive remodeling, Geary’s 
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by JOY PARNES 


has further expanded its services geared to the California 
home owner. 

Because California homes have one foot in the garden, 
Geary’s added a gourmet corner to its balcony level: a 
room concentrated on tools that lend themselves to in- 
formal living. 

A make-believe barbecue wall was created by covering 
the usual shelving units with a wallpaper in the pattern 
of sand-finish bricks. Against this background are hung 
copper pots and pans, heat resistant cooking and serving 
containers, and all the paraphernalia of the outdoor chel- 
hobbyist—the utensils, picnic flatware, plastic table set- 
tings, up to a full mobile barbecue. 

This is a man’s haven—for as Geary’s has discovered. 
every man is a master chef in his own backyard. 

In the opposite corner of the balcony, Geary’s has 
added a new room at the other extreme in table wares: 
this houses its famous Spode collection of china, one of 
the largest in Southern California. A novel decorating 
note here is the charcoal black cabinets and_back- 
grounds, to accent the delicate designs of the china. 
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Along the full balcony nearly every unc of the leading 
makes of china and earthenware is exhibited. 

On the first level of the store are glass and crystal, 
woodenware and copper, clocks, desk sets, toby jugs, and 
a complete cutlery section. Most dramatic department, 
however, is silverware. This runs the length of the south 
wall, with high display cabinets for hollowware, counters, 
and permanent table displays. 

Flatware is stored in a bureau of narrow drawers, be- 
fore which is a desk with chairs, for more leisurely study 
of patterns. Here, the bride usually gets her first glimpse 
of merchandise. The salesperson, after probing for her 
tastes in silverware, scours the other departments for 
fitting china, crystal and accessories and lays them out in 
a model setting. 

There are three displays in the silver department, sup- 
plementing window displays and the use of flatware in 
table settings. These are a riser at the entrance, show- 
ing hollowware; a display table with little sterling special- 
ties, generally chosen to fall below a certain price ceil- 
ing—five, ten, or fifteen dollars; and a third table de- 
voted to a single pattern of hollowware or to a new line 
or design which is being introduced. 





lable-Lop Wares 





Above: A table setting of wedding gifts in the recessed 
arcade entrance of the store invites customer browsing. 


Right: For the male contingent, Geary's has inaugurated 
its gourmet corner with barbecue cooking utensils, ac- 
cessories and serving containers. Table sets the scene. 
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Table settings are a ‘round-the-calendar promotional 
device at Geary’s. Not theatrical productions, but simple, 
pleasing arrangements of functional tableware that might 
easily be imitated by any busy housewife. 

Each salesperson sets the tables in her department—“it 
gives her a sense of creative satisfaction,’ Mrs. Spilker 


- observes. Over a period of two weeks’ time, each of the 


ten table arrangements will be redesigned. This rotation 
is intended to give the regular customer, the one who 
might stop by frequently during her shopping rounds in 
town, a sense of excitement, of new merchandise and new 
ideas. 

For the same reason, counter displays and even the 
arrangement of goods on the shelves is constantly being 
revised. While it is not always possible to have new 





Mrs. Elias Spilker adds the finishing touches 
to a unique table setting for a shore dinner. 


things to show, a new location for regular merchandise 
may give it a fresh impact on the customer’s conscious- 
ness. 

The male half of the family is an increasing factor in 
merchandising wares for the home: most couples today 
prefer to shop together for major purchases of flatware, 
china, and crystal. For this reason, Geary’s keeps open 
one night a week, throughout the year. 

With more wives working, the traditional store hours 
are not as convenient as they once were. And the 
marked shift to the suburbs, accelerated on the west coast, 
has created marked changes in time schedules and habits 
of the commuting population. 

Incomes are shifting, too, with the younger age groups 


(Please turn to page 130) 
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never before in the china industry..such a thorough scientific 
° research and screening .. 
° aimed at creating 


. your best-sellers of 1953 


Casleton China, tn UR anon RED CARPET IS 
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customers choosing the NEW CASTLETON PATTERNS! 






for the first time 


NEW CHINA DESIGNS PRE-TESTED 


FOR SALES APPEAL... 
ASSURED VOLUME! 


NEW HOSTESS PATTERNS 








We started with 50 patterns . . all dedicated to today’s 
hostess .. her home furnishings .. her regional viewpoints. 
We submitted them to a famous good-design panel 


of leading designers, artists. We tested them with buyers, 





merchandise managers, editors all over America. . for 


maximum sales potential. 18 survived! 


Then consumer panels in 5 major markets screened 


these 18 designs along with current favorites by Castleton Pittsburgh—Jan. 8-16 


Hotel William Penn 
Chicago—Feb. 2-13 
Palmer House 
Dallas—Feb. 15-18 
Baker Hotel 
Atlanta—Feb. 15-18 
Ansley Hotel 
New York City—Feb. 23-27 
ROLLED OUT FOR YOU... STEP ON iT..TO PROFIT New York Showroom 
. Boston—Feb. 25-29 


Parker House | 


and other manufacturers. 4 were outstanding! America’s... 
your customers .. everyone s first choice.. 


Castleton’s new Hostess patterns! 


Castleton China, Inc. « Newcastle, Penna. 
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A clear view is afforded passersby of the store's china, glass and silver departments and the center tableware setting. 


Complete Merchandising Program 


Headlines Store as Tableware Headquarters 


we 

|S upon a time’ might be a good way 
to start the story of how jewelers once supplied only fine 
silverware and let the sale of china and glass go down 
the street. This order has rapidly changed in the past 
few relatively short years as more and more jewelers 
came to realize the important sales volume represented 
by coordinating the sale of the three tableware lines— 
silver, china and glass. 

It was just three years ago that Bloedel’s, in down- 
town Milwaukee, Wis., first joined china and glassware 
to their important silver merchandising program. In that 
relatively short time the firm has established an out- 
standing reputation as the headquarters of all three table- 
ware lines and the store has been increased two and a 


by EDWARD R. JOHNSON 


This large window has helped turn 
this section of the store into a 
beautiful showroom, one which ef- 
fectively stops the passing crowd. 


.122 


Bloedel’s, Milwaukee, Wisconsin, has increased 
the size of their store two and a half times 
its original size in order to handle expanding 
volume since they first coordinated china and 
glassware with silverware sales three years ago. 


half times its original size in order to handle this booming 
new trade. 

The firm’s success story is based on a steady direct 
mail, newspaper and radio advertising program, well- 
trained sales personnel, outstanding window and interior 
displays, and willingness to try new ways of selling a 


complete program. —s 
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Pattern No. 1580. The Spring Bouquet 


‘as PASCO as 
Sa OPEN STOCK DINNERWARE <r 


Created by the famous 


LORENZ HUTSCHENREUTHER 






and 
“Cie TIRSCHENREUTH o 
R 
factories BAVARIA 
BAVARIA TIRSCHENREUTH 
® 


TABLE GLASSWARE and choice GIFTWARES 


Complete displays at the principal shows 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
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Located near the window, this table is set and changed reg- 
ularly, with special motifs being used for various holidays 
and seasons. In this instance, the motif used is bridal. 
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Bloedel's is a consistent newspaper ad- 
vertiser of china, glass and silver. At 
least one full-page ad is used weekly, 
samples of which are shown at the right. 


Dinnerware was added to the store’s stock in the fall 
of 1949. Crystal was added a year later. 

The moves were the result of an exhaustive study of 
china and crystal sales made by Henry R. Bloedel, store 
president, because he saw the number of retail outlets 
for silverware steadily increasing in the Milwaukee area. 
He decided that the only answer to the new competition 
in silverware sales was to add dinnerware and glassware, 
so his customers could fulfill their complete tableware 
desires at the same time they purchased their silver. 

“We realized that correct and proper table settings 
were natural combinations for jewelry store sales,” 
Bloedel said. “It meant that our customers would find 
everything they wanted for proper table service at our 
store. Sales for china and glassware at Bloedel’s have 
shown steady increases since the lines were added. China 
topped watch sales in the first year of operation, and last 
year china and crystal sales were up another 60 per cent 
and ran a close second to silverware in overall sales.” 

The concern carries a number of lines of fine china. 
including Rosenthal, Franciscan and Flintridge. Glass- 
ware sold includes Heisey, Tiffin, Cambridge and Kosta. 
All the well-known sterling lines of hollowware and flat- 
ware are in stock. 

Bloedel feels that direct mail advertising gets sales 
fastest for his firm. Newspaper and radio advertising 
follow in that order. He feels newspaper advertising is 
the backbone of his advertising program, but is a long 
term effort in which the paper sells an idea. 

The firm’s list of 25,000 persons who have registered 
their pattern choices and wants is the foundation of the 
firm’s mailings. Other cash and charge customers add 
another 21,000 names. 

Mailings are made about every month and oftener 
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during the bridal and Christmas seasons. The mailings 
cover customers throughout the state of Wisconsin. Every 
statement or letter sent to customers of the firm also 
carries with it some advertising pamphlets on silver, 
glassware or china, usually obtained from the manuv- 
facturers. 

Bloedel’s has been a consistent advertiser of china, 
silver and crystal in the Milwaukee Journal rotogravure 
section, starting with the tabloid page announcement 
in October, 1949, that china was being added to the 
firm’s stock. At least one full-page ad has been used 
every week since that time. 

At seasonal periods, like the wedding, Thanksgiving 
and Christmas seasons, a double-page spread is used. An 
eight-page roto gift section featuring all of the store’ 
merchandise is published at the start of the Christmas 


season each year. The section, carried as part of the 
(Please turn to page 138) 
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Juicy Business! 


They’re never quite as sweet as when they’re dead 
ripe, ready for the plucking. 

And that applies to customers for Fostoria, too. 
When they're ready to buy, that’s the time to sell 
"em. If you ask them to wait until you can get 
more stock in, the sale may go sour. Remember, 
too, there is no special season for this kind of 
business—romances are ripening every day of the 
year. A look at the social columns will show there 
are birthday and anniversary parties every day, too. 


That’s your cue to follow the Full Moon- 
Fostoria Plan. Check your stock every time the 
moon is full and then fill the ““shorts” with a reorder 
—instead of waiting to build up a big order at 
infrequent intervals. It costs no more, and it 
doesn’t tie your money up as long. Best of all, 
you ll be ready to cash in on that juicy year-round 
business. It’s even easier to get—when your com- 
petitors’ stocks are low—than during the traditional 
June bride and Christmas seasons. 











s& Four reasons why it will pay you to reorder Fostoria every full moon G5) 


1. FREQUENT REORDERS MEAN 

FASTER TURNOVER 
Ordering six months’ Fostoria at one time does not give 
you the full use of your money. Why not make it work 
harder by ordering frequently (of a size that will make an 
economical freight shipment) to turn your money more 
t'mes a year? 


2. LOW STOCK MEANS LOST SALES 


If you only reorder Fostoria glassware two or three times 
a year—instead of every time the moon is full—your 
stock is below normai at least half the time, and your 
competitor gets the sale. 


3. FOSTORIA SALES PEAKS OCCUR OFTENER 
THAN TWICE A YEAR 


If you gear your buying to just two seasons—say June 
brides and Christmas—you’re missing a bet. Customers 
have a way of getting married almost every day of every 
month. With stocks kept full by Full Moon reorders, you 
can cash in on other glassware buying times, too—from 
Valentine’s Day to Thanksgiving. 


4. IT COSTS NO MORE TO KEEP 

YOUR CUSTOMERS HAPPY 
With no increased investment on your part, you can keep 
your customers happy by having the merchandise they 
want, when they want it, if you will remember to use 
the Full Moon-Fostoria Plan. 
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FOSTORIA GLASS COMPANY 
MOUNDSVILLE, WEST VIRGINIA 


Member of Glass Crafts of America 











Orchid Pattern 


2. Hostess Accessory 
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3. Swedish Drinkware 





4. Viennese Dinnerware 


C] |. All the fine shadings of color characterizing the ex- 
otic flower appear in this “Orchid” pattern in china from 
Heinrich & Co., Bavaria; 5-pc. setting may retail at $10. 
From Ebeling & Reuss Co., 707 Chestnut St., Philadelphia. 


[] 2. One from wide assortment of hostess service accesso- 
ries is this footed vegetable-casserole in Buenilum metal 
alloy; !'/2 qt. Pyrex insert, mahogany knob; retails for $9. 
Distributed by Breslauer-Underberg, 225 5th Ave., N.Y.C. 


[] 3. Designed by Belle Kogan, new "Kungsholm" drinkware in 
Swedish handblown crystal is created especially for modern 
living; 6 sizes, each $15 a dozen retail. Made exclusively 


for R. F. Brodegaard & Co., Inc., 225 5th Ave., N.Y.C. 


[] 4. This new "Vine Leaf" decoration made by Royal Vienna 
Augarten shows delicate green sprays and gold trim painted 
by hand on white translucent china; open stock dinnerware. 


From Hudson Art Importing Co., Inc., 225 5th Ave., N.Y.C. 





[] 5. Bonneted and demure is this porcelain lace figure, a 
part of a large collection of such imported modelings in 
various styles, sizes and prices; all white or pink and 5. Lace Figure 
white. From Paul A. Straub & Co., Inc., 19 E. 26th S%., N.Y. 
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"Eileen" 
App. $48 


a doz. retail 


Internationally Famous 


WATERFORD 


LEAD CRYSTAL FROM IRELAND 






worthy successor to the tradition that 
made antique Waterford glass so renowned, 
on the market again for the first time in 100 years. 


and from 


HEINRICH & CO. 


the NEW 


“LARCHMONT” 


PATTERN 


in fine Bavaricen china dinnerware with 





curving, brown branch of larch, the 
cones done in rich, mat gold, the leaves 
and needles in muted tones of yellow 


and yellow-green . . . on coupe shape. 


5-pc. Place Setting 
About $11, retail 


ALL ON DISPLAY AT 
Keystone China and Glass Show, 
Fort Pitt Hotel, Rooms 342, 343, 344. 
California Gift Show 
Biltmore Hotel, Room 2344 


GEO. BORGFELDT CORPORATION 


Established 1881 
1355 Market St. (Mdse. Mart) 44-60 EAST 23rd STREET 44 York Street, 
San Francisco 3, Cal, NEW YORK 10, N. Y. Toronto, Ont., Canada 
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2. Salad Server 





4. Portuguese China 


[] !. Booths’ "Vine and Wheat" pattern from original copper 


plates engraved by Davenport early in 19th Century, done 
in pink, blue, brown, blue-green; 5-pc. setting, $4.65 re- 
tail. From Midhurst Importing Corp., 129 5th Ave., N. Y. 


2. Server for salad or asparagus in silverplate made in 
Sheffield, England; 8" in length, it may be retailed for 
$4.50; individually boxed if bought in dozen lots. Sold 
through S. P. Skinner Co., Inc., 225 Fifth Ave., New York. 


3. Rose bowl fashioned in heavy crystal glass in petal- 
like fluted modeling, set on a "melon" base of silver- 
plate (#227); the bowl may be retailed for $25. Manufac- 
tured by Olde Silver Classics, 62 West 56th St., N. Y. C. 


4. Hand-decorated in green, pink and blue on Vista Alegre 
China from Portugal, "Carlina" pattern was designed for 
American market by Toni Olga Muench; 5-pc. setting, retail 
$9. From Fisher, Bruce & Co., 219 Market St., Philadelphia. 


5. "Golden Clover"—modern interpretation of clover blos- 
soms and leaves done in golden brown with fine gold high- 
lights, in Franconia China; 5-pe. place setting, $12.70 
retail. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 
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3. Rose Bowl 


5. Clover Decoration 
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You 
and 39 Million 


women 
will see 


FRANCISCAN WARE 
and 
FRANCISCAN FINE CHINA 


advertised in 
full color 


kebruary-May, 1953 


FRA 
NCISCAN Publication February March April May 
SPRING 
Life Wheat’ ° 
ADVERTISING 
House & Garden Olympic°® Arcadia® 
CALENDAR 
House Beautiful Arcadia® Olympic* 
Ladies’ Home Journal Arcadia® Wheat*° 
Woman’s Home Companion Desert Rose°*° 
Better Homes and Gardens Desert Rose® ° Wheat°® ° 
Sunset Mesa°* Wheat?® ° 
Gourmet Arcadia® Wheat’ ° 
The Bride’s Magazine China China 
* Franciscan fine China * * Franciscan Ware 


FRANCISCAN fine CHINA and FRANCISCAN WARE 


by Gladding, McBean & Co. 
Los Angeles, California 






















Traced in the delicate liné of a rare print 


the ‘beauty of MESA is enhanced by the brilliant 


translucence of Franciscan fine China 
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2. Waterford Decanters 





4. Rose Design 


[] |. Patented process permitting the combination of plat- 
inum and color is used in producing the "Claremont" de- 
sign in Franciscan China; 5-pc. setting retails at $21.75. 
From Gladding, McBean & Co., 2901 Los Feliz Blvd., L. A. 


[] 2. Richly cut lead crystal decanters made by the Water- 
ford factory in Ireland, from a series of six different 
designs. Retail, left to right: $17.50, $27.50 and $19. 
Exclusive with Geo. Borgfeldt Corp., 44 E. 23rd St., N. Y. 


[] 3. Diamond-like in form is this "Marquise" cutting done 
in full stemware on the heavy-based "Capri" shape. It is 
made in crystal only, retail $33 a doz.; 8" plates to match 
also $33. From Fostoria Glass Co., Moundsville, W. Va. 


[] 4. Colorful wreath of roses makes up this "Rose Briar’ 
pattern in Spode earthenware, done on the Chelsea Wicker 
shape with its flutings and basket-weave embossment. Dis- 
tributed by Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


[] 5. Delightfully menacing is ‘Abdullah,’ one from a new 
group of character study figures modeled in English bone 
china, painted in rich colors; 6!/>" high, it retails for $30. 
From Doulton & Co., Inc., 11 East 26th Street, New York. 
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1. Platinum and Color 





3. "Marquise" Cutting 
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5. Abdullah in China 
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Jewelry Store Serves as Meeting Center 
For Civic Clubs 


A notable step toward promoting customer goodwill 
was taken by Helzberg’s, Wichita, Kansas, in the opening 
of their Kansas Room, designed for the use of clubs and 
civic organizations of Wichita. Formal opening of the 
room was held on September 30, with a tea and a style 
show, honoring club presidents, civic leaders and radio 
and press women. 

The room is offered free of charge to clubs and other 
organizations which may desire to use it for teas, bridge 
parties, club meetings or committee meetings. Card 
tables. chairs, tea table and a silver tea and coffee service 
are furnished by Helzberg’s as well as a radio-phono- 
graph for entertainment. 





Tea table at the opening of Helzberg's Kansas Room. Miss Ermal 
Markel, manager of the silver, china and crystal department, is 
seated. Other women cre presidents of civic organizations. 


Bookings to March, 1953, have already been received 
by Miss Ermal Markel, manager of the silver, china and 
crystal department, who is in charge of the Kansas Room. 
Mrs. Bina Wangerin, assistant to Miss Markel, contacts 
clubs and organizations who may desire to use the room. 

The Kansas Room is situated on the third level of the 
store, and is reached by a short winding marble stairway 
with a wrought iron balustrade. Across at the opposite 
end of the room is a hand-wrought iron balustrade, and 
in front of this, and overlooking the first level of the 
store with its displays of jewelry and giftwares, is a com- 
plete length planter of tropical plants. On the room side 
of the balustrade, to permit privacy, are heavy draw 
curtains. 

Against a background of royal blue velvet, half of one 
wall is given over to the display of selected pieces of 
china, silver and crystal. Three white-framed shadow 
boxes with a gray background, display respectively, vases, 
a three-piece silver console set and candle holders and 
bowl of Cathay crystal. 

For the opening tea, the table was covered with a gray 
Irish linen cutwork cloth; a silver champagne cooler held 
an arrangement of yellow and bronze chrysanthemums; 
and finger sandwiches, mints and cake were in the same 
colors. Approximately two hundred women attended, 
and each guest was given a corsage of chrysanthemums. 
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Successful Specialty 


(From page 119) 


and lower income brackets making the major gains, 
This means that more spending dollars are in the pockets 
of young couples, where both are likely to be wage earp. 
ers, a strong argument in favor of evening shopping 
hours. 

Geary 's favors direct mail advertising: three circulars 
are prepared each year, on the subjects of Christmas, 
brides, barbecues, by the store’s own agency. Additional 
flyers are inserted in monthly billings. 

Window display, however, carries much of the advertis. 
ing burden. Geary’s is located on the busiest block on 
Beverly Hills’ one pedestrian street. Unlike many other 
stores which depend on automobile traffic, Geary’s cay 
dress its windows for the leisurely stroller. 

For this reason, the store has retained the old style 
recessed arcade entrance with narrow windows to the 
street, a walk between these, and deep, full-size windows 
with their full vision of the first floor. This space is used 
to show a sampling of almost all the merchandise carried: 
a full size barbecue or a dining room table may be shown, 
providing a conversation theme for sidewalk viewers. 


WINDOWS CHANGED BI-WEEKLY 


The windows are changed every two weeks, and gen- 
erally formal and informal settings are alternated in the 
various displays. 

Word of mouth advertising, of course, plays a big 
share in Geary’s advertising. This is not haphazard, but 
the result of a consistent policy of services and customer 
conveniences. 

For example Geary’s maintains, in addition to regular 
commercial delivery, its own delivery service in Beverly 
Hills: a customer phoning at 4:30 can receive an extra 
dozen teacups by dinnertime. 

Free gift wrapping is a popular service. Geary’s dis- 
tinctive packages can readily be recognized as they are 
carried from the store. When the gift wrapper at the 
store learns that several presents are destined for one 
festivity, each is wrapped individually with variations in 
design and color. Mrs. Spilker proudly observes that a 
Geary’s gift is generally the last to be unwrapped at a 
party—and at least one bride-to-be, who received many 
vifts at her shower, insisted on having the _pack- 
ages photographed in color before she could bear to undo 
the ribbons and papers. 


ADDS 'REGULARS' FOR CHRISTMAS STAFF 


In addition to a year-round wrapper, Geary’s hires 
eight Christmas additions—“regulars” who return each 
December, or high school and college girls who are 
trained in the store’s wrapping methods. This Christmas 
staff actually creates new customers: schoolmates of tem- 
porary employees often come to Geary’s to chat and shop, 
while many of the Christmas “extra hands” have re- 
turned in later years to make purchases for their own 
weddings, homes and babies. 

This personalized staff-customer relationship is en 
couraged. Saleswomen may sell throughout the store, 
and soon learn the tastes and preferences of their regular 
clients. Indeed, busy customers often call their regular 
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WAKEFIELD 


a new pattern on Windsor Ware’s WAKEFIELD will be available for early 1953 
delivery. See it, and our other new dinnerware 


new Georgian shape lines, in our exhibit at the Pittsburgh Show 


The WAKEFIELD pattern has had unusually in January. 
favorable acceptance. The reaction of those Ce To all our friends and customers, 
who have seen it is: an inevitable success! . a very Merry Christmas. 


7 EO a 








Exclusive U.S.A. Representative : 


| Fisher, Bruce & Co. 


One of America’s Largest Open Stock Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. 1107 Broadway, New York 10, N.Y. 
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salesperson and ask her to “Pick out a gift for Mrs. 
Smith and send it with my name on the card... .” 

For brides, Geary’s maintains a registry of favorite 
patterns, each bride receiving, as a free gift, a book of 
table setting ideas. In addition to noting silver and 
china patterns, Geary's also records individual items that 
the bride especially liked—so that a friend might send 
the particular gravy boat or sugar bowl that caught her 
eye. 

Geary s also sends dinnerware on approval—often sug- 
gests that the customer take several patterns, try them in 
the setting of her own dining room before making a 
choice. 

A generous policy of returns is maintained. To insure 
the customer courteous and sufficient attention, sales- 
women are credited for sales on exchanged merchandise. 

Requests for merchandise that is out of stock receives 
careful treatment. A triplicate advance order is written: 
one copy is kept in a special departmentalized drawer on 
the floor, a second is sent to the office for the buyer’s at- 
tention; and a third is sent to the shipping room, where 
the requested merchandise is set aside on its arrival. 
The customer is then notified by mail or phone. 

Actually, this service is a costly one for the store, since 
it involves a non-selling person to handle requests and 
accommodations. However, it has more than repaid itself 
in goodwill and return customers. 

To keep abreast of quickly-forming houseware trends. 
Geary’s staff has developed an “ear” for new merchan- 
dise. If several customers inquire about a certain item 
that Geary's doesn’t carry, the salesperson makes a memo 
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and places it on a spindle. Weekly staff conferences ar, 
held, during which memos are discussed in round table 
fashion. If there seems to be enough demand, the 
requested item is added to an early order. 

These weekly staff meetings are educational processes, 
Representatives of various lines carried by Geary’s are 
invited to attend and to explain the sales points, many. 
facture, and use of their goods. When an outside “pro. 
fessor’ is not available, the entire staff goes into one of 
the departments, studies and discusses the merchandise. 
and exchanges ideas on sales approach. | 

This system of constant conferences keeps Geary’s 
abreast of developing consumer needs. For example, 
from the bride’s book, from the weekly staff sessions, 
from advance requests and a unit control bookkeeping 
system, Geary’ can analyze and chart trends in table 
fashions as a clue to future buying. 





Cooperative Ad Lists Services 
Provided by Town Stores 


Isherwood Jewelers, Scranton, Pa., joined with other 
business firms in the Scranton area in sponsoring a 
“Where To Have It Done” page in a local newspaper. 

Thirty merchants in different trades participated 
the cooperative advertising program which was aimed 
at providing residents with a permanent directory of 
firms offering needed services. 

The cooperative ad was captioned: “Where to have 
it done. As near as your phone—these modern service 
firms.” 
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FINE DINNERWARE 


CARRIED IN OPEN STOCK 
by 








$3.99 $9.75 





Empress Heirloom Chateau Coquette Forget-Me-Not 
$6.83 88.25 $8.75 $4.82 $6.83 


em 








_ Avondale Garland Edendale Devon Dovedale 
$10.50 $5.58 $9.63 86.50 $11.38 


Prices listed under pattern name are wholesale, for 5 piece place setting. The two top groups of five 
patterns each are all fine Bavarian china by Heinrich and Co., and Carl Schumann. 


The bottom group of five is all ENGLISH BONE CHINA, “TUSCAN” LINE. These represent but a few of 
the fine dinnerware patterns carried in open stock. Retail illustrated leaflets available on all Bavarian 
patterns, and two-column newspaper mats are available on Violet, Golden Harvest, Heirloom, Forget-Me-Not, 
Blossom and our new, exquisite Orchid pattern (not shown). Exclusive placements offered where pattern 
is not already controlled. 

















Write for illustrated complete price lists. 


“FOR FINE DINNERWARE, IT’S EBELING & REUSS CO.” 
BE SURE TO VISIT OUR COMPLETE DISPLAY AT THE PITTSBURGH SHOW, EMPIRE ROOM, FORT PITT HOTEL 


EBELING & REUSS COMPANY 


Established 1886 
MAIN OFFICE, 707 CHESTNUT ST., PHILADELPHIA 6, PA. 
NEW YORK 10 CHICAGO 54. LOS ANGELES 14 
225 Fifth Avenue 1557 Merchandise Mart 327 W. 7th Street 
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Retailers Organize to Activate 
Monday Shopping 


Baird-North, Berren’s Corp., Gerber’s Jewelers, Kap- 
lan’s Jewelry, Kay’s and Whalen Jewelers are retail 
jewelers in the downtown section of Providence, R. I., 
cooperating with a group of more than 100 retail mer- 
chants to offer free bus rides and two-hour free parking 
on Mondays. The program was started to build up 
Monday as a downtown shopping day, and to offset the 
result of year-round Monday closing of all major depart- 
ment stores and many medium and smaller sized stores. 

Details are handled by the Open Monday Committee 
of the Providence Retail Specialty Stores Association and 
indications are that the plan will provide sufficient induce- 
ment for people to shop Mondays. The plan is being 
widely advertised by radio and by three, full length 
columns in the Providence Sunday Journal, and by 
posters in the windows of all cooperating stores. 

Free bus rides are offered in one or two zones on all 
buses into Providence. The shopper asks the bus operator 
for a fare refund ticket; she presents this to the sales 
clerk and receives a cash refund. 

Free automobile parking is handled on a different 
basis. Each retailer buys stamps from the Association 
at the rate of 25¢ per stamp. When a customer presents 
a ticket from one of the local parking lots or garages, 
the sales clerk attaches one of these stamps. When the 
shopper returns for her car, she is then given credit for 
two hours of free parking. At the end of a week or a 


tickets to the Association and receives his money. 





Goodwill Celebration Marks 
102nd Anniversary 


To commemorate the 102nd anniversary of Stinson’s, 
Camden, Arkansas, a local newspaper devoted an eight. 
page section to this jewelry firm. Congratulatory ads 
were placed by prominent jewelry manufacturers as well 
as by friends. 

Extensive editorial copy was used by the newspaper 
to give a biography of the Stinson family. Articles were 
also written on jewelry merchandise. 

A two-page ad was used by Stinson’s announcing a 
three-day celebration to mark the occasion. It was an. 
nounced that a variety of door prizes, valued at almost 
$1,000, would be given free to visitors. Another attrac. 
tion was a special exhibit of diamonds, pearls, watches 
and silverware—all supplied by manufacturers. 

The ad read, in part, “Stinson’s are proud of the 102 
years we have served Camden and South Arkansas. As 
we pass another milestone we want to pause and thank 
you, our many friends and customers. Without your 
loyalty and support we could not have built one of 
Arkansas’ finest jewelry stores.” 

John M. Stinson stated that the event was a goodwill 
celebration instead of a sale. He said, ““This event created 
more comment and untold interest, which is being mani- 
fested every day, than anything we could have done.” 








month, the parking lot manager presents these stamped | 









A Gift 
Where Even the Package 


is a Present! 





NEW PACKAGING .. . NEW GIFT IDEAS! 
The Dealer's dream of the complete product 
Where both the item and package are merchandised 


Choose a WALES top-flight combination! A men’s hand 
some gilt-edged Billfold packaged in a unique ‘odds ’n 
oe ends’ re-usable jewel box ... and a “Tidy Trio’ men’s 
© te ge pocket wardrobe complete with matching compact Pocket 
| Ae Secretary, Flat-folding Billfold and zippered Key Case. 





A L ES COLUMBIA WALESCRAFT, Ltd., 22 W. 32nd St., N.Y. 1,N. Y. 
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Write for 
full catalog of 

WALES quality 
products, Dept. K | 
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Leading Lin 


Two heaping portions of merchandise ideas for 
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the coming season. Important exhibits by the 
nation’s leading manufacturers, designed to 
keep you two jumps ahead in this competitive 


market. Make reservations now to see and buy 





gifts, artwares and decorative home accessories 
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at America’s Finest Gift Market. 
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FEBRUARY 2-13 


EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC. 


&. . FONDEVULE.. =. SC 2. SS ee 
HENRY UNDERBERG. .. . . . Vice President 
GEORGE F. LITTLE. . . . . .Managing Director 





220 FIFTH AVENUE * NEW YORK 1, NEW YORK 
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ode since 1770 


THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 
2~AS| 


SPODE 
| Remy 


ENGLAND 


Fine English Earthenware 





bd . SPODE 
COPELANES C 
English Bone China ‘LANDS CHINA 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 





An invitation is extended to all 
jewelers to view these outstanding 
dinnerware lines at the 


KEYSTONE CHINA & GLASS SHOW 
ROOMS 243 and 244, FORT PITT HOTEL, PITTSBURGH, PA. 


Nationally Advertised 
FRANCONIA CHINA 


One of Europe's Finest Dinnerware Lines 


A number of new designs on a new shape will be 
shown along with our fast-selling patterns. 





NEW ! CASUAL DINNERWARE SERVICE 
from California, U. S. A. 


We shali introduce a stunning new adaptation 
of French Provincial Scenes in vivid colors, on 
exquisite shapes at popular prices. 





CHARLES AHRENFELDT CHINA 


Manufactured in Limoges, France 


New patterns have been added to this line 
noted for its outstanding quality in texture and 
decoration for over half-a-century. 


HERMAN C. KUPPER, INC. 


39-41 West 23rd Street New York 10, N. Y. 
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by MADELINE LOVE 


ay ARTHER front in this issue, you will find a model. 

sized sales training course for the jeweler to use jn 
briefing his “Christmas help” in their duties—includineg 
of course, the selling of china. glass and gifts. Neces. 
sarily succinct, it gives the part-time employee a guide 
through the shelves of stock and talking points with which 
to sell. 

To repeat, it is intended for the holiday salespeople. 
But perhaps it will also encourage more jewelers to do a 
more thorough job of year-around training. Not you, of 
course! Long ago you became aware of the critical im- 
portance of such training and followed through accord. 
ingly. 

There are some jewelers, however, just as there are 
merchants of all kinds, who do not seem to recognize its 
money-making value. Everyone who buys anything in a 
retail store these days can tell harrowing stories of ig- 
norance, indifference, and even downright rudeness from 
the folks on the other side of the counter. It has become 
commonplace, particularly in the large department 
stores. and is certainly one of the chief reasons why these 
stores are losing business to the specialty shops. 

The jewelry store is a high-level specialty shop, and 
should be getting its share of these refugee customers to 
add to its regular clientele. To do this, the salespeople 
must give to the customers the things they are not getting 
in other stores—knowledge of merchandise. intelligent 
interest in problems. and warmth of manner. 

The month ahead is the busiest one of the year for 
every jeweler and he has little time for more than the 
sketchiest assistance to his Christmas employees—hence 
the value of our store sales course this month. but a new 
vear is coming up, with lots of selling to do and lots of 
customers to please. Wouldn't you be happier—and do 
better business—-if you knew without question that your 





sales force is really trained? 

If that sounds like a pretentious sort of program, be 
reassured. There are short and interesting books on the 
subject of china and glass, and most of the important 
manufacturers and importers have booklets and _ other 
helpful material which they will be glad to send to you. 
Because they know, quite as well as you do, that your 
salesman or saleswoman is a pivotal point in the success 
or failure of their wares. 

W HILE on the subject of training—the National Bet- 
ter Business Bureau, Chrysler Building, New York, 
has a new booklet called “Glassware Definitions” which 
is available on request. The booklet was compiled in co 
operation with the American Glassware Association. 


HE end of the vear will. we hope, see your shelves 
just about empty, and you will begin to think about 
your 1953 stock situation. That means the trade shows, 
and beginning with the two big china and glass shows 
at the William Penn and Fort Pitt Hotels in Pittsburgh 
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early in January, on through the next two or three 
months, there will be a succession of them. E. P. Platt, 
chairman of the committee for the California Gift Show 
in mid-January, has a large group working with him on 
special promotional ideas at show-time. And the George 
F. Little Management has announced the usual dinner 
dances to be held during the Chicago Gift Show early in 
February—one set for February 5 at the Palmer House 
and the other on February 10 at the LaSalle Hotel. The 
show, which is being held at both hotels, will be closed 
on Sunday, February 8, but Registered California, which 
will have its gift and dinnerware show at the Hotel Mor- 
rison during the same period, has decided to open Sun- 
day. February 1, and to be open the following Sunday. 
too. This show will close February 11 while the George 
Little show is to close February 13. Registered Cali- 
fornia’s New York show will open on a Sunday, as usual 
—February 22—and will be held at the Vanderbilt Hotel 
instead of the McAlpin. 
% % * 

ORDON F. FRASER, founder and president of 

Frasers. Inc., and Fraser’s-Berkeley, in Berkeley. 
Cal., has appointed R. F. Travis as general manager and 
H. B. Watson as advertising and display director. Fraser’s. 
Inc., the importing and wholesale division of the com- 
pany, is now represented in 10 midwestern states by 
Bolender & Co., of Chicago’s Merchandise Mart, and the 
lines of modern china, glass, stainless steel, and silver- 
plated flatware are on display there. 

*% % % 

Shon resignation of Harold E. Jacoby as general sales 


manager of the Franciscan dinnerware division of 





. .- Dates in Chicago 


... Location in New York 


REGISTERED CALIFORNIA GIFT AND DINNERWARE SHOWS | | | 


® CHICAGO 
Open 2 Sundays « Early Closing Date 


© NEW YORK 


A New Location — 


Gladding, McBean & Co., has been announced by Fred 
B. Ortman, president of the company. Mr. Jacoby will 
open his own sales agency in Los Angeles. Pending the 
appointment of his successor, his responsibilities have 
been taken over by James W. Mahoney, vice president 
of the company in charge of sales for all divisions. 


% % *% 


Stew Imperial Glass Corp. will move its New York 

show rooms from 1107 Broadway to 225 Fifth Ave- 
nue, early in the new year. Imperial will have quarters 
on the 11th floor. 

And already in new quarters is the Jackson Vitrified 
China Co., which has moved from 225 Fifth Avenue to 
9 East 55th Street, New York. The Val St. Lambert Glass- 
ware Company, which formerly occupied the 55th Street 
location, has moved to 403 East 62nd Street. 


* + * 
HE National Gift and Art Association held a dinner 
dance November 5 at the Waldorf Astoria Hotel, New 
York, to observe its 20th anniversary and to honor Anne 
Wilmerding, who has been active in the giftware field 
for more than 30 years. 





Joseph Goalstone, Inc., Denver, invited all customers to 
bring in their watches during the first week in January 
jor a “New Year’s check.” The jeweler offered to check 
each watch, make minor repairs and add a voucher show- 
ing exactly how much he would allow on the watch to- 
ward a new one. The price: $1.00. For the oldest watch 
brought in during the initial week of 1952, Goalstone’s 
awarded a brand new Elgin. 
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HOTEL MORRISON 


Opening Sunday, February 1, through Wednesday, 
February 11, and open on the 
Mid-Show Sunday, February 8! 


Hours: 9 a.m.—6 p.m. 
Except Saturday, February 7, 
9am.—1 p.m. 





and always, 


805-806 Brack Shops Building - Los Angeles 14 
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HOTEL VANDERBILT 


34th at Park Avenue 


Another Sunday Opening: 

Sunday, Februcry 22, 

through Friday, February 27 

Hours: 9 a.m.—6 p.m. 
Except Friday, February 27, 
9 a.m.—1 p.m. “} 
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"The Best From 
All the World’ 


PITTSBURGH 
JANUARY 8-16, 1953 





FORT PITT 





FORT PITT 


Exhibits 
on Nine Floors 





MOTEL 
FORT PIT? 
J. ANDREW SQUIRES, MGR. 

23 E. 26th St., N. Y. 10, N. Y. 






















Stamp NAMES 
or MONOGRAMS 


ON 

FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS . 
GIFT ITEMS c> 





Make your own 
Price Cards 
Price Tags 


in 





NOW YOU CAN RENT 
the simple, easy-to-use Kingsley Machine 


Write for full details. 


STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 


kings/e. 
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Merchandising Program 


(From page 124) 


Milwaukee Journal, gets circulation throughout the state, 

The firm feels that its most effective ads for china, 
crystal and silver present the products in matched table 
settings and that emphasis is carried out in all their types 
of selling. Such correlated selling is one of the secrets 
of the firm’s success in its new lines. 

Regular spot announcements on the silver, china and 
crystal are also used over WISN and WFOX, two local 
radio stations. 

The firm carries on a constant training program for 
its sales personnel, with sales meetings three mornings 
a week designed to help employes do better work. Movies 
about various products, talks by representatives of china, 
crystal and silver firms, and discussions about sales 
methods among employes themselves take up the meet- 
ing time. 

While some firms selling silverware and china feel that 
the china pattern should be chosen first, Bloedel’s ask 
their sales personnel to have the customer choose the 
silverware first. 

“We believe the silver should be the dominant factor 
in a room, since it is for a lifetime,’ Bloedel explains, 
‘and china and glassware have to be replaced eventually. 
Our sales people can generally sell a silver pattern in 
about eight minutes by finding out if the customer wants 
a plain, ornate or intermediate design. China can then 
be chosen to harmonize or contrast with other colors in 
the dining room. That selection takes about 12 minutes. 

“We insist on the customers making the choices. We 
do guide them, however, and try to help them when they 
are confused. 


SELLS FASHION—NOT PRICE 


“We sell fashion and feel that emphasis on price of 
a product is a weakness. We ask our customers to ‘try 
on’ the china, crystal and silverware they are consider- 
ing, setting them up just as they would be on their table 
at home.” 

Bloedel’s doesn’t break its store down into departments 
and assign definite personnel to each one. Instead, the 
firm’s employes are trained so they can sell intelligently 
any merchandise the company stocks. 

The firm at first concentrated on the club plan for 
dinnerware, crystal and silver purchases. That is still 
used in the store, but its importance as an advertising 
factor has dropped as a result of constant use. Now a ° 
six-to-eight-month budget payment plan is a major pro- 
motion feature. 

The company uses no long forms to embarrass its credit 
applicants. Bloedel asks only if the applicant has worked 
at a job for a year and lived in one home for a year. 
His credit losses are practically nothing, averaging three- 
tenths of one per cent over a period of years. 

The firm has made most of the entire store a show- 
case by using large plate glass windows through which 
passersby have a view of a large portion of the store’s 
tasteful interior. Glass tables are set as part of the dis 
play in one part of the store and crystal is displayed on 
shelves at another window. 

The concern has increased its original silver sales 
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staff from 20 persons to about 30 since the addition of 
china and glassware to the store’s stock. Two of the 
employes handle only telephone orders for crystal, china 
and glassware, though the entire sales staff is fully 
ualified to assist customers via the ‘phone. 

Besides Bloedel, his wife is also active in the store 
and an important factor in sales, buying and advertising 
as assistant manager of the store. 

“Bloedel’s would rather make sales of $10 to 10 per- 
sons than a $125 sales to one person,’ Bloedel points 
out. “That means more customers, with eventually more 
volume,” he explains. “And we’re planning for tomorrow, 


not only today.” 





Small Appliances 


(From page 106) 


features most of his appliance displays in the store’s 
windows and on the floor, although these are pushed on 
occasions throughout the year in this way, as well as in 
the store's newspaper ads and other forms of advertising. 

Since Gittelson’s is located in the heart of the St. Paul 
shopping district, it depends heavily on attractive window 
displays; but television has proven one of the most 
effective advertising media they've yet tried. 

When the store introduced a new line of electric fryers, 
it was decided that TV should be used to promote them. 
An actual demonstration of the new item was shown in 
a TV short and an arrangement made with the station to 
take telephone orders for them right afterwards, when 
the viewer had been put in a buying mood. The results 
from this were so good that Gittelson’s plans many similar 
shorts. - 

Gittelson’s has extended the idea of silver pattern 
registration to gift appliances. “No wedding party seems 
complete without the presentation of a toaster and an 
iron to the happy couple,” says Reed. “So many people 
hit on these for gifts. However, when our records show 
that they are going to receive these or other items, we 
can direct the customers attention to other useful appli- 
ances—which is appreciated by both the customer and 
the couple, thus making for good public relations.” 





Window Emphasis on Shower Gifts 
Produces Dividends 


Located in one of downtown Detroit’s most fashionable 
shopping areas, J. H. Garlick & Co. has made daily sales 
of shower gifts an outstanding specialty. 

Richard Garlick, since moving to a new location on 
fashionable Washington Blvd. a year ago, has reserved 
one corner of the main display window for a “weekly 
special.” Instead of being chosen haphazardly from 
various departments throughout the store, the weekly 
special is always intended as a shower gift, and is so 
identified by a tiny card in the corner of the display. 

Low price is not the major incentive in offering the 

“weekly special.” Rather it is a carefully selected gift 
item which Garlick’s can enthusiastically recommend to 
the shower gift purchaser as “the smartest possible gift 
idea.” Therefore, the special may be a fruit compote, a 
sterling goblet, a starter set, fruit bowl, napkin ring, etc. 
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CHINA 
GLASS 


In Pittsburgh 
January 8 through 16 
Hotel William Penn 


Among the several hundred lines of Amert- 
can-made china, pottery, glassware and table 
accessories, retail jewelers will find these in 
Pittsburgh from January 8 through 16— 


% China—Franciscan China, Lenox China, 
Syracuse China, Castleton China, Flintridge 
China, Pickard China, Jackson China, Iroquois 
China, Winfield China and others. 


% Glass—Duncan Glass, Fostoria Glass, Cam- 
bridge Glass, Bryce Brothers Co., Heisey Glass. 
Imperial Glass, Blenko Glass, Viking Glass, 
United States Glass, Fenton Art Glass, Libbey 
Glass and West Virginia Glass. 


% Pottery—Haeger Potteries, Fulper Pot- 
tery, Hall China, Roseville Pottery, Brock, 
Vernon and Hull Pottery among many. 


% Also, American-made dinnerware, utility 
pottery, plain and decorated glassware and 
table accessories of all kinds. Something at 
every price range. 


This exhibit is by and 
for American producers. 


Associated Glass & Pottery Mfrs. 


BOX 227 KNOX, PA. 


“See the New Wares First 
in Pittsburgh” 











139 




















Vol. CXXIll 


DECEMBER, 1952 


No. 3 








Fewer Federal Controls on Business Are 
Anticipated Under New Administration 


Retailers and businessmen generally now 
have every reason to believe they'll have 


less trouble, less harassment, and_ real 
assistance from Washington during the 
next four years. 

Fewer controls, and a more realistic 
administration of those which are to re- 
main in effect, are to characterize the 


federal controls pattern of the immediate 
future. 

Don’t count on any 
controls at an early date. 
is simply not in the cards. Same situation 
applies to tax reduction. President-elect 
Eisenhower and his top aides have pledged 
themselves to an early and_ honorable 
termination of the Korean war. But until 
this drain on U. S. production brawn and 
the threat of other world crises which may 
involve American participation are re- 
moved, there can be no real Washington 
planning fer a complete removal of busi- 
ness regulation. 

What “Ike” specifically has in mind in 
the way of removing the many stumbling- 
blocks to business and industry is yet to 
be disclosed. Not until he personally ap- 
pears before the new Congress during the 
first week of January with his State of the 
Union message and a detailed program of 
legislative action will the new pattern be- 
gin to shape up. But the post-election 
thinking of some of his top advisors, plus 
the outlines of some basic legislation that 
is beginning to take shape within Con- 
gress, may be properly translated at this 
point as producing these results under the 
new Administration: 

“Ike” is to take a good, hard look at 
the mobilization program in the light of 
an anticipated peace in Korea. Is full- 
scale mobilization of industry really neces- 
sary? What controls may safely (without 
letting down our guard) be dropped? 

Materials Controls: So long as Com- 
munism continues as a universal threat to 
free nations. a limited degree of industrial 
mobilization will remain necessary, it is 
reasoned. This means that today’s basic 
controls over production are to remain 
indefinitely. It is possible that the con- 
trolled-materials plan may be discarded 
as an unnecessary burden upon business, 
leaving in effect only a relatively simple 
system of priorities for military production. 
Inventory and use controls over such 


mass revocation of 
Such a move 
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scarce commodities as nickel are to con- 
tinue indefinitely, however. 

Price Controls: Success in bringing 
active hostilities to an end probably means 
an end to price controls on April 30. Law 
under which Ofhce ot Price Stabilization 
now operates expires on that date. Nearly 
all key commodities and products have 
long since been decontrolled, and there is 
a strong belief among members of both 
parties that the $47 million a year it costs 
to run OPS could be saved. 

Wage Controls: Same situation ap- 
plies here. Since it is generally conceded 
that prices and wages are inevitably tied 
together in economic planning, wage and 
salary controls probably will be permitted 
to expire along with price controls. 

Taxes: Possibility of any early reduc- 
tion in corporation or individual income 
taxes is tied directly to the possibilities 
for peace and a slower rate of defense 
spending. As a result, there is no imme- 
diate prospect for relief in this quarter. 
But there is a strong possibility that the 
excess-profits tax law will be permitted to 
expire on June 30. 

From the point of view of practical 

Mr. Eisenhower appears headed 

enthusiastic—but brief—‘honey- 
with the new Congress. His ex- 

slim working majorities in the 
and in the House are going to 
preclude “rubber-stamp” endorsements of 
his programs by the Congress. New 
Republican leadership is counting heavily 
on support from Southern Democrats on 
certain issues. Leadership in each cham- 
ber is beginning to realize that it must 
“keep the boys in line” if it is to succeed 
in winning endorsements of White House 
proposals. Little attention has thus far 
been given by the public to the fact that 
the landslide vote for “Ike” actually 
wrought very few changes in Congress. 
Shake-up in Senate and House seats is 
one of the smallest in years. All but 15 
senators and about 80 representatives will 
be holdovers from the present Congress. 
Seven of the past 10 congressional elec- 
tions produced more new faces than this 
year’s elections did. Real teamwork on 
Capitol Hill, solidified by Eisenhower’s 
persuasive zeal, should go far toward mak- 
ing the most fruitful use of the bare 
Republican majorities in Congress. 


politics, 
for an 
moon” 
tremely 
Senate 





JIC Releases Report of 
- Nominating Committee 


The Jewelry Industry Council’s Nominat- 
ing Committee Chairman, G. H. Niemeyer, 
president of Handy & Harman, has re- 
leased a report on the committee’s recom- 
mendation for candidates to fill vacancies 
occurring in the Council's board of direc- 
tors at the end of this current year, 

Retailer candidates named by this com- 
mittee for a two-year term are: Myer B. 
Barr, Barr’s Jewelers & Silversmiths, Phila- 
delphia, Pa.; B. J. Burnett, Burnett Bros., 
Seattle, Wash.; Myron Everts, Arthur A. 
Everts Co., Dallas, Texas; Walter B. Jac- 
card, Jaccard Jewelry Corp., Kansas City, 
Mo.;: Richard Jessop, J. Jessop & Sons, 
San Diego, Calif.; H. C. Kirkberg, Kirk- 
berg Jewelers, Fort Dodge, la.; Julius 
Loeb & Velasco, Oakland, Calif.; 
Meyers, Mevers Jewelers, Inc., 
Calif.; A. N. Slavick, Slavick 
Los Angeles, Calif.; and 
Van Cott Jeweler, 


Loeb, 
Isador 
Vallejo, 
Jewelry Co., Inc.., 
Kenneth I. Van Cott, 
Binghamton, N. Y. 


NAME SUPPLIER CANDIDATES 


Supplier candidates named for a two-year 
term are: A. H. Arnstein, Arnstein Bros. 


& Co.. New York, N. Y.; Leon J. Engel, 


J. Engel & Co., Baltimore, Md.; Burrill 
\I. Getman. The Gorham Co., Providence, 


R. I.: Leo Glass. Leo Glass Co.. New York, 
’ James H. Hetzel, Eisenstadt Mfg. 
Co.. St. Louis. Mo.: Oscar M. Lazrus, 


Benrus Watch Co., New York, N. Y.; Paul 
Levinger, Speidel Corporation, Providence, 
R. I.: J. H. Montgomery, M. A. Mead & 
Co., Chicago, Tll.; William B. Ogush, The 
Gruen Watch Co., New York, N. Y.; and 


Leonard Shiman, Shiman Manufacturing 
Co.. Newark, N. J. 

Members of the Council’s Nominating 
Committee, in addition to Mr. Niemeyer 
as chairman, are: Robert I. Basch, Basch 
& Co., Toledo, Ohio: R. Dix Edwards, 


Edwards & Co., Kansas City. Mo.; Alfred 
Foss, Baden & Foss, New York. N. Y.: 
H. A. Goldberg, Cooper’s Inc., Portsmouth, 
Va.: Leo F. Henebry, Henebry’s, Roanoke, 
Va.: Gordon Howard, Elgin National 
Watch Co., Elgin, Ill.; Craig D. Munson, 
International Silver Co., Meriden, Conn.; 
Frederic W. Roedel, Jeweler, Utica, New 
York. 

After December 1, a mail ballot show 
ing the names of individuals selected by 
the Nominating Committee and_ those 
named by any group of five or more mem: 
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bers will ve sent to the entire membership 
of the Council. Announcement of the re- 
sults of this mail ballot will be made at 
the Council’s annual membership meeting 
to be held in New York City at the 
Waldorf-Astoria on January 25, 1953, 





Fachon Succeeds Baker 
As President of NEMJ&SA 


Emil E.: Fachon, vice president of the 
Bulova Watch Co., and general manager 
of its American Standard division, Provi- 
dence, was elected president of the New 
England Manufacturing Jewelers’ and 
Silversmiths’ Association October 23rd at 
the first meeting of the newly elected board 
of directors. 

Formerly a director, and more recently 
the association’s secretary, he succeeds 
Edgar E. Baker as president. 


Mr. Fachon, one of the outstanding 
members of the jewelry manufacturers’ 


fraternity in Providence, has been active 
in the jewelry and watch field for 32 years. 


EMIL E. 
FACHON 


New President 
of NEMJ&SA 





From 1920 to 1925 he was affiliated with 
the industry in Germany. His association 
with Bulova began in 1926 when he be- 
came a tool maker at the plant of which 
he is now general manager. 

In 1932 he was elected a vice president 


of Bulova Watch Co. and made general 


manager of the American Standard plant, 
a subsidiary, in Providence. He later was 
named president of American Standard. 

In 1948 when the Providence and Sag 
Harbor, L. I., plants became divisions of 
Bulova, Mr. Fachon was chosen vice presi- 
dent of the parent company and general 
manager of the two divisions. 


All-Out Battle Seen 
On New Fair Trade Law 


Retailing’s hard-won victory in securing 
passage of a new Fair Trade law is being 
forcefully challenged. Fair Trade advo- 
cates believe real campaigning must be 
pushed with honest vigor in the months 
ahead if present gains are to be held, and 
particularly if some of the existing loop- 
holes (mail order price-cutting, for ex- 
ample) are to be closed. 

Congressman Wright Patman (Texas 
Democrat), a longtime defendant of Fair 
Trade, sums it up this way: “What has 
actually been won might be more properly 
described as an all-important beachhead. 
Determined counterblows are certain to 
follow.” As one of the key house members 
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supporting Fair Trade legislation at the 
Capitol, Mr. Patman knows what he’s talk- 
ing about. He is acutely aware of the 
powerful opposition facing Fair Trade. 

Opposition in the form of a federal suit 
against a New Orleans retailer (Schweg- 
mann Bros. Supermarket) is already an 
established fact. Schwegmann was a domi- 
nant leader in last year’s court battle which 
culminated in temporary victory for anti- 
Fair Trade forces. The firm is now plan- 
ning to seek another Supreme Court 
verdict. 

A long and costly fight—for both sides 
—lies ahead. Patman predicts a frontal 
assault on the entire principle of Fair 
Trade. But renewed intensity by inde- 
pendent retailers will not only keep the 


| 


| 


present law on the books, but will also 


serve to secure the needed extra safeguards. 


West Coast Treder Penalized 


For Evading Export Regulations 


Export privileges of a West Coast trader 


have been suspended for six months as a 


warning that the U. S. Office of Inter- 
national Trade will not tolerate use of its 
simplified parcel post procedures in any 


attempt to evade export regulations. 


The agency charged that after having 
been denied an export license to ship 
10 dozen compacts to a Hong Kong firm, 
the exporter had tried to parcel post four 
packages of the goods to relatives of mem- 
bers of the firm—two of them as gift 
packages. 
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Nearly 150 Attend Dinner 
For Israel institutions Fund 


Approximately 150 persons attended the 
Jewelry and Allied Trades Division Dinner 
of the American Fund for Israel Institu- 
tions on the evening of November 12 at 
the Waldorf Astoria Hotel, New York. 
Guest speaker at the affair was Bartley C. 
Crum, noted lawyer, author and lecturer, 
who flew back from Europe to fill his 
speaking engagement. In his address he 
stressed the necessity for supporting cul- 
tural and educational activities in Israel 
because of the great need that exists in 
that country to integrate refugees into the 
community. 

Paul Wyler, chairman of the dinner, an- 
nounced that $25,000 has been raised on 
behalf of the Fund, and would help the 





52 institutions supported by the Fund to 
provide “those services in education, cul- 
ture and social welfare so vital to the fuller 
development of Israel and its growth as a 
democratic nation.” 

In addition to Mr. Wyler as chairman, 
the committee included Herman Elkon and 
Jacques Torcezyner, as co-chairmen, and 
Alexander H. Arnstein, Charles Baumgold, 
Albert Bookbinder, Max Corton, Benjamin 
Ende, Morris Geiger, Armand Goldmuntz, 
Charles Gutwirth, Mendel Haber, Harry 
D. Henshel, Louis Heyman, Max Jacoby, 
Seny Kaufman, Jay K. Lazrus, Julian Laz- 
rus, Herman Lehman, Joseph Lipschutz, 
Max Lipschutz, David Lubell, Robert Lu- 
bell, Stanley Moser, Maurice A. Popiel, 
Robert L. Rodd, Lew Schwartz, Boris S. 
Shteinshleifer, Moses Torczyner, Otto Ull- 
man, Milton Weill, Ferdinand Wertheimer, 
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NEW HERMES, Inc. 13-19 University Place, N.Y. 3 
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World’s Largest Manufacturer of Portable Engraving Machines 
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Ben Wisner, Charles Wolf and Alfred 
Wyler. 





Meyer Jewelry Co. Appoints 
Riseman as Sales Manager 


The appointment of Ben Riseman as 
general sales manager of the Meyer Jewelry 
Co., of Kansas City, Mo., was announced 
recently by Leon Meyer, president. Mr. 
Riseman was formerly sales manager of 
Edwards & Co., Kansas City wholesalers. 

Long active in jewelry circles, Mr. 
Riseman first joined the trade back jn 
1931 when he became associated with the 
firm of John Mednikow, retail jewelers 
formerly of Kansas City, but now located 
in Memphis, Tenn. His entire experience 


BEN RISEMAN 


Named Sales 
Mor. of 
Meyer Jewelry 
Co., 
Kansas City, Mo. 





in the jewelry industry has been devoted 
to sales and merchandising, and he has 
filled various sales capacities including 
city salesman, territory salesman, sales 
promotion and gift show manager. 

Mr. Riseman first joined Edwards & Co. 
in August, 1935. He remained with the 
firm until January, 1948, when he became 
associated as general sales manager with 


the Fairfax Distributing Co. of Washing- 


ton, D. C., and New York City. Twenty 
months later, in September, 1949, he re- 
joined Edwards & Co., where he remained 
until taking his new position on October 10. 





Outlook on Aluminum Supply 
Darkens as Production Lags 


Jewelry and other manufacturers who 
had looked forward to a plentiful supply 
of aluminum after January 1 are likely to 
find the outlook just as bad for first half 
1953 as six months ago. Water power 
shortages have curtailed current national 
aluminum output by an estimated 40,000,- 
000 pounds a month. 

This has put aluminum plants in the 
position of having an order backlog of 
more than 150,000,000 pounds as of mid- 
November. In asking that the government 
temporarily stop stockpiling aluminum 
until the industry can catch up to the ex- 
tent of reducing the backlog by one-third, 
producers told the government that it 
would be the small fabricators and users, 
including jewelry manufacturers who would 
be hurt worst by shortages. 

The government recently entered into 
foreign contracts which will provide an 
extra supply of the metal, about one- 
half the amount of the backlog. But the 
delivery will be spread over the coming 
two years and will not be of immediate 


help. 
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Report on European Fashion Findings 
Given by JIC Fashion Director at ‘Clinic’ 


Evidencing the efforts being expended 
to increase and perpetuate the use of 
jewelry by Mrs. and Miss America, the 
Jewelry Industry Council and the New 
England Manufacturing Jewelers’ & Silver- 
smiths’ Association jointly sponsored a 
“fashion clinic” in Providence on No- 
vember 12. 

Miss Martha Percilla, fashion director 
of the Jewelry Industry Council, told a 
group of 150 manufacturers at a luncheon 
event in the Garden Room of the Sheraton- 
Biltmore Hotel of the results of her per- 
sonal research on jewelry store merchan- 
dise and the fashion field in general, 
particularly as it related to her several 
weeks tour abroad from which she has 
recently returned. 

Using sketches and samples of jewelry 
found in Europe, Miss Percilla reported 
on numerous phases of the industry, in- 
cluding rings, watches, fine and fashion 
jewelry, compacts and other related items. 


CORONATION INFLUENCES STYLES 


She found that next year’s coronation in 
England, and the wholesale traveling being 
done abroad by Americans, will have an 
effect upon next year’s lines. 

Stained glass colors—symbolic of the 
cathedrals of Europe and also of the 
coronation and its crown jewels—are ex- 
pected to be popular. 

Miss Percilla also noted considerable 
jewelry items related to the horoscope, a 
generous use of charms, and items that 
could be broken down into several jewelry 
pieces or converted to several uses. 

She said the simplicity of women’s 
clothes just “cry out for jewelry,” large 
rings, bracelets, a combination of metal 
and pearl or stone necklaces, pins, clips 
and earrings—much like the Elizabethan 
period. 

Miss Percilla used the merchandise 
samples and sketches as “building blocks.” 

“The jewelry and the sketches before 
you and the story I am trying to give you 
is not the complete one—but the begin- 
ning of one,” she said. “They were not 
brought back from Europe to be copied. 
They were brought back because I believe 
they can stimulate your own thinking on 
original, new and saleable ideas.” 


CITES JIC PROMOTIONAL POLICY 


She pointed out that this is the Council’s 
philosophy in doing a job for every seg- 
ment of the industry, and cited as a 
parallel the promotional ideas developed 
for the retail jeweler. 

“We do not attempt to tell a jeweler 
exactly how he should dress his window, 
or write his advertising or sell his mer- 
chandise. But we do give him new ideas, 
new angles, new thinking, which he can 
adapt to his own business and his own 
store,” 


“Our job is to stimulate and start new 
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ideas within the industry,” she declared. 
“It is the job of our members to take 
these new ideas and put them to work in 
the way that is most profitable to them, 
individually.” 

Miss Percilla was assisted in showing 
the European numbers by a New York 
model. At the close of the clinic she 
personally explained the sketches and 
pointed out significant aspects of the 
jewelry pieces. 

G. Richard Frankovich, executive secre- 
tary of the New England Manufacturing 
Jewelers’ & Silversmiths’ Association, in- 
troduced her. 





Gordon's Jewelers Open 
Second Store in New Orleans 


Gordon’s Quality Jewelers started its 
one million dollar expansion program when 
the firm’s newest store was opened recently 
at 1500 Dryades St., New Orleans, La. 


Store officials stated that this store is the 
first of several proposed units to be located 
in the major shopping centers of New 
Orleans. It has a 25-foot front with open, 
visual-type architecture and extended dis- 
play windows. It is air-conditioned and 
equipped with indirect and fluorescent 
lighting. 

Manager of the new store is John Maser, 
who has been on the staff of the firm’s 
Canal St. store in New Orleans. H. B. 
Gordon is vice president of Gordon’s 
Quality Jewelers. 
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The best way is to offer what ONLY YOU can 
give . . . personal service on repairs. Increase 
your store traffic through your repair department 
and make satisfied customers who will buy other 
merchandise. Let us help you. Not by loading you 
with unnecessary purchases, but by helping you 
build a more efficient department. Details free 
and without obligation. Write today. 


The Supply House With An Idea 





C. & E. MARSHALL CO. 


DEPT. J 11, BOX 7737, CHICAGO 80, ILL. 


Distributors in Throughout The VU. 5S. A. 


Branches and Principal Cities 
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Constitutional Limit Urged 
On Federal Spending and Taxing 


A constitutional limitation on the taxing 
and spending power of the incoming Con- 
gress was urged November 14 by Craig 
Sheaffer, president of the W. A. Sheaffer 
Pen Co., as “the only practical means of 
obtaining relief from excess federal taxing 
and spending.” 

Lower prices and 
capital investment in new industries and 
business would be the greatest immediate 
benefits from such a limitation, Sheaffer 
said in addressing the 18th annual meeting 
of the Iowa Taxpayers Association in Des 
Moines. 


encouragement of 


“We can expect no substantial tax and 
spending relief from a Congress that is 
under constant political pressure to spend 
for this and spend for that,” he said. 
“The only practical solution is to impose 
on this Congress a constitutional limita- 
tion on the extent to which it can tax 
and spend.” 

Attacking 
warning of the Treasury Department that 
a constitutional limit of 25 per cent on 
income taxes would “wreck the fiscal 
foundation of the federal government,” 
Sheaffer pointed out that federal tax re- 
turns in both 1928 and 1929 were greater 
than in 1924 although higher rates pre- 
vailed in ’24. 


as “pure nonsense” the 1951 
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... AND GENTLEMEN 


ERNEST BOREL has embodied beauty and dependability in these two exquisite 
‘“‘Super-finished’’ watches. Long-time perfect accuracy is obtained with the famous 
INCAX*STAR regulator and care-free performance is assured by the INCABLOC 


ompanton Stars 


FOR LADIES... 
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*INCA*STAR—the advanced regulator—achieved special awards for accuracy by 
Official Swiss Testing Observatories. Accuracy was increased 65% when INCA*® 
STAR regulators replaced out of date Index Regulator. 


For complete details of the Ernest Borel line of fine watches, write to 
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Lower rates can yield higher returns, 
he said, because they “stimulate produc. 
tion, the only possible source of all taxes.” 

“Opponents of tax reduction, many of 
whom also decry high prices, overlook the 
fact that most corporate income tax levies 
are handed on to consumers in_ higher 
prices,’ Sheaffer said. “A ceiling on fed. 
eral income taxes would greatly decrease 
the average family’s hidden-tax burden,” 


Guild Crest Corp. Adds 
Seth Thomas Clocks to Line 


With the appointment of Sydney Rhine 
as sales manager, Guild Crest Corp., mak- 
ers of handwrought metal wall and mantel 
clocks, boudoir accessories, frames and 
religious articles, have embarked on an 
expansion program that has been high- 
lighted by the addition of Seth Thomas 
clocks to their line. 

Mr. Rhine has given up his other busi- 
ness interests in the giftwares field to head 
the expanding selling organization which 
will distribute Guild Crest products direct 


stores. 


to jewelry 





The expansion program of the Guild Crest 
Corp. was highlighted recently by the addi- 
tion of Seth Thomas clocks to the firm's 
line of decorative wall and mantel clocks, 
sconces, frames and boudoir accessories. 
Examining one of the clocks from the new 
line above are Paul Lennard (left), manag: 


ing director, and Sydney Rhine, sale; 
manager. 
Paul Lennard, managing director of 


Guild Crest, spent several years in Europe 
studying designs and production. methods, 
and has incorporated the inspiration of 
traditional European pieces into the cur- 
rent line. He announced that extensive 
promotional plans are being developed, in- 
cluding trade advertising, special dealer 
aids, and a widespread consumer publicity 
and advertising program. 





Unemployment Hits New Low 


On the basis of Census Bureau est 
mates, employment levels remained rela- 
tively stable during October although the 
unemployment figure reached a new low 
since World War II. 

October employment was estimated at 
61,862,000 persons, of whom 7,274,000 were 
in agricultural employment. Unemploy- 
ment dropped to 1,284,000, which includes 
lay-overs between jobs and the permanent 
unemployables. 
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New York Jewelers Hold 
Dinner-Dance at Astor 


Members of the Executive Board of 
Retail Jewelers Associations of Greater 
New York, and their guests, will long 
regard this year’s annual dinner-dance as 
one of the most enjoyable in the organiza- 
tion’s history. Approximately 700 turned 
out for the affair which was held on the 
evening of November 2 at the Hotel Astor 
in New York. 

Following the serving of cocktails in the 
reception hall, members and guests sat 
down to a delicious dinner in the Astor 
Ballroom. Between courses of the dinner, 
a large number of handsome and valuable 
door prizes were drawn for and distributed. 
Another drawing was made for a mass 
presentation of one sapphire point fountain 
pen, supplied by the L. E. Waterman Co., 
to each of the holders of the lucky digits 
at each table. 


SEATED ON THE DAIS 


After dinner, Sam M. Jacobson, general 
chairman, greeting the guests, made a few 
brief remarks and introduced the 
of honor. Those at the head table in addi- 
tion to Chairman Jacobson were: William 
Wagner, executive secretary, National 
Jewelers Association; Harry Gerber, presi- 
dent, New York State Retail Jewelers 
Association; Solon Reyman, president, 
Westchester Association of Jewelers; Sol 
Bloom, president, Long Island Retail 
Jewelers Association; Emanuel Belman, 
co-chairman, Banquet Committee; Harry 
Gross, co-chairman, Banquet Committee; 
Joshua Levin, president, Bronx Retail 
Jewelers Association; Ben Schwartz, secre- 
tary, Executive Board; E. Werner Gross, 
treasurer, Executive Board; Harry Wexler, 
vice president, Metropolitan Retail Jewelers 
Association; Murray Caine, president, 
Staten Island Retail Jewelers Association; 
Charles T. Evans, retired executive secre- 
tary, American National Retail Jewelers 
Association; Sol Charak, president, Brook- 
lyn Retail Jewelers Association; Charles 
M. Isaac, executive vice president, Amer- 
ican National Retail Jewelers Association, 
and Lewis G. Bernstein, associate legal 
counsel. 

Following the meal a first-class program 
of entertainment was presented with Al 
Stevens acting as master of ceremonies. 
Among the featured entertainers on the 
program was violinist Florian Zabach, who 
is well-known for his rendition of the 
“Hot Canary.” 

The floor was cleared of tables at the 
end of the show and dancing to the music 
f Art Stanley was enjoyed by the more 
ambitious until the small hours of the 
morning, 

Highlight of the evening was the an- 
nouncement that the Westchester Associa- 
tion of Jewelers had affiliated itself with 
the Executive Board. 

The only solemn note sounded during 
the evening’s festivities was the announce- 
ment of the illness of Hyman Goldschmidt, 
president of the Metropolitan Retail Jewel- 
ers Association. who is at present confined 
to the hospital. 


guests 
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As a souvenir of the occasion, each diner 
was presented with a new Eversharp re- 
tractable ballpoint pen. 


JIC Release Describes Jewelry 
Worn at Met Opening in N. Y. 


Typical of the publicity issued every 
month by the Jewelry Industry Council to 
make the public more jewelry conscious 
is the release reprinted here on the open- 
ing of the Metropolitan Opera in New 
York. This publicity was prepared by 
Martha Percilla, JIC fashion director, and 
was sent to fashion and women’s 
editors throughout the country. 

Said the JIC release in part: 

“More diamonds glittcred at this season’s 


pase 


epening of New York’s famed Metropolitan 
Opera due largely to tiie fact that many ol 
the so-called “old guard’ of society, missing 
these past two years, were back in their 
usual boxes. 

“Two years ago when the Met’s new 
director, Rudolph Bing took over the reins, 
he threw open the bid for opening night 
tickets to all subscribers, whereas in the 
past these had been available only to 
Monday night subscribers. Some of New 
York’s most distinguished society appar- 
ently felt resentment which they showed 
by their absence from the last two year’s 
gala openings. But apparently all has 
been forgiven and they were back in their 
most be-jeweled array this season. 

“Lady Jebb, wife of Sir Gladwyn Jebb, 

(Please turn to page 162) 
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Large Turnout Expected at 
N. J. Watchmakers’ Banquet 

Members of the Watchmakers Associa- 
tion of New Jersey, and their guests, were 
scheduled to attend the 13th annual dinner- 
dance of that organization on November 16. 
A large turnout was expected at the affair 
which was to be held at Frank Dailey’s 
Ivanhoe in Irvington. 

Arrangements for the dinner were being 
handled by Emil J. Chessari, association 
secretary, wh» promised all who attended 
“a complete evening of enjoyment.” Over 
25 handsome door prizes and other valuable 
gifts were to be awarded to holders of the 
lucky tickets. 

As this was written, the association also 








planned to hold its last meeting of the 
year. Scheduled as guest speaker was 
Henry B. Fried, regional vice president of 
the Horological Institute of America, who 
chose as his subject the “Pin Lever 
Escapement.” He also was slated to pre- 
side over the election of new officers for 
the ensuing year. 


Niagara Falls Jewelry Firm 
Undertakes Expansion Program 


Louis C. D’Arcangelo, manager of Mills 
Jewelers, 2027 Main St., Niagara Falls, 
N. Y.. announced recently that the firm’s 
facilities will be doubled in an expansion 
program now under way. 

Mr. D’Arcangelo’s announcement said 
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the store’s frontage will be increased from 
10 to 80 feet by the acquisition oi propery 
at 2025 Main St., and that the presen; 
front will be replaced by a new facade 
with two entrances. In the program, jt 
was stated, the store will be equipped with 
a new, horse shoe design counter and , 
type of display window utilizing mirrors 
exclusively as background and creating ay 
‘‘inside-the-store” effect. 

The expansion, Mr. D’Arcangelo said, 
has been made necessary by increased bug. 
ness and expansion of services. 


Two Elmira Jewelry Concerns 
Co-sponsor "Park 'n Shop’ Lot 

Two jewelers in Elmira, N. Y., are ¢o. 
operating with 19 other merchants in pro. 
viding parking facilities for their customers 
in a Park ’n Shop lot. 

Smith Jewelers, 147 W. Water St., and 
Deister & Butler, 119 N. Main St., are 
participating in the program. Upon the 
purchase of any merchandise totaling $3 
or more in any of the 21 stores, the cus. 
tomer presents his parking ticket and has 
it stamped. 

The ticket is returned to the parking lot 
attendant and the full parking fee is re. 
funded. This is Elmira’s largest parking 
lot and helps relieve congested parking 
conditions in the downtown area. 


TOKEN OF ESTEEM 





In pre-game ceremonies at Ebbets Field 
on September 24, Charles Dressen (cen 
ter), manager of the Brooklyn Dodgers, 
was presented with a watch by the Brook: 
lyn Retail Jewelers Association for his 
successful efforts in piloting the team to 
the National League Championship. 
Among association members who_parttict 
pated in the presentation were Lester Rob: 


erts, Jerry Smolins, Sol Charak ( presi: 
dent), Vincent Governali, and James 
O'Neil. 

That evening more than 100 members 


association meeting at the 
Plans for future meet 
intensive 


attended an 
Granada Hotel. 
ings were formulated and an 
program for the coming year was outlined. 
A proposal was made and adopted that 4 
manufacturer’s representative be invited 
as a guest speaker at each future meeting: 

Among prominent trade figures presen! 
at the meeting was Jules Hochman, vice 
president in charge of sales for the Flex 
Let Corp. 
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Sam M. Jacobson, chairman of the 
Executive Board of Retail Jewelers Asso- 
ciations of Greater New York, announced 
October 16 that the organization has a 
new athliate—the Westchester Association 
of Jewelers. Other Executive Board afhli- 
ates include the Bronx Retail Jewelers As- 
sociation; Brooklyn RJA; Metropolitan 
RJA; Long Island RJA, and Staten Island 
RJA. 

4 “Gemstone Properties” was the title of 
a well-received lecture delivered by Bert 
Krashes, Gemological Institute of America 
instructor, at the November 3 meeting of 
the Greater New York GIA Study Group. 
Covered by Mr. Krashes in his talk were 
the use of basic gemstone properties 
(double refraction, cleavage, toughness, 
etc.) in testing and their value as selling 
aids.) The group met, as usual, at New 
York’s Hotel Roosevelt. 

q Miss Theresa De Rosa, an executive 
partner of the Ralph De Rosa Co., costume 
jewelry manufacturers at 404 Fourth Ave., 
New York, was married October 18 to Dr. 
Antonio L. Pesce at St. Patrick’s Cathed- 
ral. Mrs. Pesce is a graduate of Hunter’s 
College and later attended Columbia Uni- 
versity and New York University for post 
graduate studies. Dr. Pesce is an alumnus 
of the University of Rome, and was gradu- 
ated with a Doctor of Medicine and Sur- 
gery degree. 

q The Norman Watch Co., New York im- 
porters of Norman and Crawford watches, 
moved recently from 163 Canal St. to new 





YEW YORK 


quarters at 181 Canal St. The firm pur- 
chased the entire inventory of the Craw- 
ford Watch Corp. early this year and are 
now sole distributors of that line. Miss 
Jean Schuman, formerly sales and ofhce 
manager for Crawford, is now associated 
with the Norman firm in the same ca- 
pacity. Crawford’s offices at 550 Fifth Ave. 
are being discontinued. 


q Seventy-five members and guests at- 
tended the October 30 dinner-meeting of 
the East Side Jewelers Association which 
was held at Richman’s Restaurant, 171 
East Broadway, New York. Guest speaker 
at the meeting was Hyman _ Stevelman, 
executive director of the East Broadway 
Merchants Association, who pointed out 
the importance of trade associations in 
safeguarding ethics and in meeting com- 
mon industry problems. <A _ general dis- 
cussion followed his talk. New officers 
for the ensuing year will be elected at 
the association’s next meeting. 

q The H. L. Abrams Co., manufacturers 
of jewelry trays and displays, moved their 
offices and factory November 15 to new 
quarters at 55 East 11th St., New York. 
The firm was formerl-; located at 5] East 
19th St. 


q The Jewelers Twenty-Four Karat Club 
of Western New York held its first meet- 
ing of the fall season September 30th at 
the Park Lane, Buffalo. Matters of cur- 
rent interest to the local trade were dis- 
cussed. 





Trade Launches Fund Drive for 
Memorial to Aaron Sverdlik 


A $50,000 clinic to be named for the 
late Aaron Sverdlik, who was a prominent 
leader in the jewelry industry, will be 
established shortly by the Jewelry Division 
of the Israel Histadrut Campaign at Herz- 
liya, Israel. The 24-room clinic will be 
operated by Kupat Holim, the medical 
organization of the Histadrut. 

The jewelry industry launched its drive 
for the Aaron Sverdlik Clinic at a special 
Israeli Festival on October 15 at New 
York’s Waldorf Astoria Hotel. Feature 
performers were Shoshana Damari, leading 
exponent of Israeli folk songs; Zvi Zeitlin, 
noted concert violinist; the Israeli Trio, 
performers of folk tunes and shepherd 
melodies of Israel; and Katya Delakova, 
who appeared in a series of Israeli folk 
dances, 

Co-chairmen of the Division are Dave 
Kay; Max Jacoby, of Jacoby-Bender, Inc.; 
Andrew Leredu, president, International 
Jewelry Workers Union, Local 1, A.F.L.: 
Henry Peterson, Feature Ring Co., and 
Jacob H. Schaeffer. of Shiman Bros. & Co. 
The co-chairmen declared that the erec- 
tion of a medical clinic to meet the needs 
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of Israel’s population in the Herzliya area 
is “the best way to perpetuate the name 
of Aaron Sverdlik for it will stand as a 
permanent testimonial to his strong at- 
tachment to the new Jewish republic.” 


Members of Golden Circle 
View Swiss Films at Meeting 


At the regular monthly meeting of the 
Golden Circle Sales and Executives Club 
held on October 20th at the Delmonico 
Hotel in New York, an enjoyable evening 
was provided by Arthur Tuveri of THE 
JEWELERS’ CIRCULAR-KEYSTONE who was in 
charge of entertainment for that evening. 

One of the members of the club, who 
a year ago had visited the factories of 
Switzerland through the courtesy of the 
Swiss Watchmakers, exhibited his motion 
picture record of the trip. Accompanied 
by sound, the forty-minute presentation 
was enjoyed particularly because of the 
members’ interest in the watch business 
and their familiarity with the personalities 
shown in the film. 
conducted a 
following the 


President Leo Davidson 
fruitful business meeting 
entertainment program. 





telco 
ORED PEARLS 


a @) BT 


NECKLACES AND LOOSE 


JACK J. FELSENFELD «x. 


9 MAIDEN LANE NEW YORK 














MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 














“ORIENTA 
COLTURED PEARLS 
FOUABHI ¥ 


: ae” Pay ee  - 
_- ‘ . , Ag , / f f Cj 
V/A A /. Vi Li PE od 
4 7 , 4 > 


ae 











ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 

















DIAMONDS 


LL. aay SIZE for THE RIGHT 
RICE. We import our diamends from 

We fill mall 

orders promptly and we send diamonds on 

approval. Please ask for our price Jist 
#19 of September 1952. 


y orl 576 FIFTH AVE. 














NEW YORK 36, N. Y. 
Tel. LUxemburg 2-3575 
Synthetic & Semi-Precious 
STONES 
Synthetic Ringstones all sizes and shapes 
D1iAMONDS—AIl Sizes aad Qualities 
JOSEPH BLANK 


COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 
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—— 198 Broadway 


SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM GRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. '/2 Size 


From 3.00 Keystone In I4K. Also made in 
Sterling Rhodium finished and 1/20th 12K. 
Gold- Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 





New York 9, N. Y 














FOR SALE 
FACTORY 


of well known diamond bunch | 
rings manufacturer— 
established over half century 


Located—New York City (Midtown) 


Modern, Ideal, Operating, Jewelry Shop, 
Fully Equipped for all work on Premises— 
Annual Producing Capacity Seven Figures. 


Give Bank Reference 


Box "A., 1248" 


JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St. New York 17, N. Y. 
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THE GUARANTEED WATCH CROWN 
Samples FREE te Jobbers 
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It’s more than a personal matter when you § 
need ‘‘Hard-to-Get’’ Watch Parts in a hurry §& 
—it’s customer satisfaction, too! POLTOCK §% 
has EVERYTHING! Write Dept. J for ® 
FRED Ligne Gauge, Catalog, and Stationery. ! 
JOHN A. POLTOCK & CO., 15 MAIDEN ' 
LANE, NEW YORK 38, N. Y. 
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JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Metal Scratch and Celluloid Tags — Wrap 
Papers—Stock Books, Memo—Order and Sales 


Books 
Complete Printed Supplies for the Trade 
Diamond Guarantees Credit Forms 


DAUER PRINTING CO. 
37 E. 21st St., New York 10, N. Y. 





AL 4-2175 
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MLHS DINNER DRAWS CAPACITY TURNOUT 





The annual dinner of the Maiden Lane 
Historical Society, held at the Beekman 
Hotel, New York, on Thursday evening, 
October 23, saw a large number of mem- 
bers attending and enjoying an evening of 
fun and relaxation unspoiled by serious 
business. 

The evening started as usual with a 
cocktail party and reception in a lounge 
adjoining the dining hall. The dinner 
itself was opened with the customary sing- 


Wilson's Promote Appliances 
With ‘Live’ Demonstrations 


Wilson’s Leading Jewelers, 310 S. Salina 
St., Syracuse, N. Y., has entered a new 
type of appliance merchandising in the 
jewelry store field by launching year-round 
“live” demonstrations and displays in its 
big appliance department. 

The new method of selling was inaugur- 
ated with a major expansion of the base- 
ment selling area where the major appli- 
ance department is located. More than 
3,000 square feet of selling space have been 
added, where actual demonstrations of 
ranges, washers and other appliances will 
be conducted on a continuing basis. 

At the same time, Wilson’s announced 
it has expanded several other departments 
in the store, as well as adding a new lug- 
gage section. Costume jewelry and watch 
departments are among those with aug- 
mented facilities. 








Roedelheimer is Honored 
At Federation Dinner in N.Y. 


Edgar Roedelheimer (Accessocraft Prod- 
ucts Corp.) was guest of honor at the 
annual dinner of the Costume Jewelry 
Division of the Federation of Jewish Phil- 
anthropies which was held November 19 
at the Ambassador Hotel, New York. The 
dinner, climaxing the fund-raising drive, 
was attended by Mr. Rodelehimer’s friends 
and associates who honored him for his 
many years of devoted service to the 
industry and to Federation. 

A plea for increased financial support 
for this year’s fund appeal was made by 
Gerald E. Rosenberger (Coro, Inc.), chair- 
man of the industry drive. He declared 
this a most important year for Federation’s 
116 hospitals and social welfare agencies 
that must be serviced by Federation’s cur- 
rent campaign goal of $20,000,000. 


Honorary chairman of the industry’s 
Federation efforts is Carl Rosenberger 











“Star Spangled Banner” 
moment of silent tribute to deceased mem: 


ing of the and a 


bers who had _ passed 
previous year. 

At the close of the dinner a floor show 
of five entertaining acts was presented and 
was thoroughly enjoyed by the diners. Ep. 
tertainment was also provided by a roving 
accordionist who played and sang request 
numbers both at the cocktail party and 
while dinner was being served. 


away during the 





— 


(Coro, Inc.). Serving as associate chair. 
men are Sidney Cohen (L. Cohen & Sons): 
Carl M. Fishel (Trifari, Krussman & Fish- 
el); Milton J. Heller (L. Heller & Son, 
Inc.), and Jack Ruderman (Kaufman & 
Ruderman Co., Inc.). 


Two Erie Jewelers Join Drive 
To Lure Shoppers to City Area 


Two jewelry stores in downtown Erie, 
Pa., are participating in a cooperative pro- 
motional effort sponsored by a group of 
merchants anxious to pull business to the 
downtown area on Thursdays. Principal 
aim of the cooperative effort is to meet the 
growing competition from in com- 
munity and suburban shopping centers. 

Both the Kramer Jewelry Co., 15 West 
Tenth St., and Frederick’s Credit Jewelers, 
1104 State St., are running individual ads 
in a periodic double truck ad layout which 
is captioned: “Thursday Is Extra Value 
Day.” 

Each of the participating 24 stores fea- 
tures special values for Thursday selling, 
playing up the item in its own ad. All 
ads are the same size. 


stores 


New Silversmithing Booklet 
Offered by Handy & Harman 


Of interest to craftsmen and teachers of 
silversmithing is the publication by Handy 
& Harman of an_ instructional booklet 
titled “Contemporary Silversmithing—The 
Stretching Method.” The ancient tech- 
nique of stretching heavy silver into seam 
less forms is a method particularly well 
suited to the development of contemporary 
design of irregular or free shape. The 
booklet explains the method through illus: 
trated step-by-step directions for making 
a triangular sauce boat. 

Copies of the booklet may he obtained 
from the Craft Service Department. Handy 
& Harman, 82 Fulton St.. New York 38 
N. Y. 
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A. $. Munnis Named President 
Of Boston Jewelers Club 


Members of the Boston Jewelers Club 
met at the Hotel Statler on November 14 
for their annual beefsteak dinner and elec- 
tion of officers. Albert S. Munnis, of Wor- 
den-Munnis, Inc., silversmiths, Boston, was 
named as president; Herbert L. Thomae, 
of Charles Thomae & Son, Inc., Attleboro, 
Mass., was named vice-president; and Ells- 
worth W. Read, of Kettell, Blake & Read, 
Inc. 201 Washington Building, was _ re- 
elected secretary-treasurer. 

Named as directors were the above, and 
John Blackinton, of R. Blackinton & Co., 
Attleboro; J. Gould Cook, of A. Stowell & 
Co.. Inc., Boston; John S. Kennard, of 
Kennard & Co., Boston; Sturgis C. Rice, 
of Whiting & Davis Co., Plainville; Bur- 
rill M. Getman, of The Gorham Co., Provi- 
dence: and Darwin Neumeister, of Bige- 
low-Kennard Co., Boston. 

Sturgis C. Rice, the retiring president, 





was presented with the past president’s 
jewel. The group paid silent tribute to 
the following who had passed on during 
the year: Carl F. Lawton, Boston; George 
C. Lunt, Greenfield; and William J. Har- 
ber, New York City. 

Vacancies in membership, brought about 
through these deaths, were filled during 
the year by Denham C. Lunt, Jr., of Lunt 
Silversmiths, Greenfield, Mass.; Ernest G. 
Dower, of Frank M. Whiting & Co., Meri- 
den, Conn.; and Philip Frieze, of Gordon 
Brothers, Boston. 

A cocktail hour preceded the dinner 
which was followed by an entertainment 
program. 





Levy's Open China Department 
Levy’s Jewelry Store, 521 Main St., 
Buffalo, N. Y., has opened a new china 
department, featuring a wide assortment 
of dinner services, as well as figurines, 
centerpieces and other novelties. 








DIAMOND PEACOCK CLUB ELECTS NEW OFFICERS 





David C. Percival, Jr. (seated second from left), newly-elected president of the Diamond 

Peacock Club, is congratulated by Michael W. Mahar, who was named vice president. 

Left, front row, Arthur B. Wright, treasurer, and on the right, Joseph T. McDevitt, the new 

secretary. Standing left to right, are members of the board of directors: Richard T. Arnold, 

Edwin Fish, George B. Nathanson, Edward Cotter, Bertil E. Dehlin, Howard A. Day, Andrew 
May, and Nathaniel 1. Goodman. 


Members of the Diamond Peacock Club 
held their annual meeting and election of 
oficers at the Parker House, Boston, on 
Friday, October 24. David C. Percival, Jr., 
of D. C. Percival & Co., Boston, was elected 
president, succeeding Bertil E. Dehlin, 
of Handy & Harman, Inc., Providence. 
Michael W. Mahar of Mahar & Engstrom 
Co., Jewelers Building, was named _ vice- 
president; Arthur B. Wright, of The Maut- 
ner Co., Needham, Mass., was named trea- 
surer; and Joseph T. McDevitt, Handy & 
Harman, Inc., Providence, was elected 
secretary. 

The following were named as directors: 
Richard T. Arnold, D. C. Percival & Co.; 
Edwin Fish, Katherine A. Murphy Co., 
Jewelers Bldg.: George B. Nathanson, 
Markson Bros., Inc., Boston; Edward Cot- 
ter, Prince-Cotter Co.. Lowell: Bertil E. 
Dehlin, Handy & Harman: Howard A. 
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Day, American Silver Co., Inc., Rumford, 
R. I.; Andrew May, Bulova Watch Co., 
Wellesley Hills, Mass.; and Nathaniel I. 
Goodman, N. I. Goodman, Inc., Jewelers 
Building. 

Silent tribute was paid to departed mem- 
bers Louis Halon and Phillip Hershon. 
The following new members were intro- 
duced: Lester J. Wolf, A. Frisch & Co.; 
Walter A. Sawyer, Keene, N. H.; Albert 
Burke, Markson Brothers, Boston; Fred 
M. Burton, Chase Brass & Copper Co.; 
Alfred Marsello, Imperial Pearl Syndicate; 
M. Morton Zisquit, Kestenman Brothers; 
Arthur C. Sisson, Irons & Russell; M. 
Robert Parrillo, Jewels by D’Eri; and 
Charles E. Slocum, Budlong, Docherty & 
Armstrong. 

Following the meeting members enjoyed 
a lobster dinner. 








The nicest people in the world tell us 
Alice 1953 Spring styles have everything 
and more a tailored earring line could 
have. And we know they’re the nicest 
people . . . ’cause they’re our customers! 


$1090 


Thru the wholesaler 


ag YEWELRY CO. 
yf. g 52 Valley St., Prov., R. |. 
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EQUIPMENT and SUPPLIES™ ~ 


Fine Jewelry 
Casting and Finishing 


e EQUIPMENT AND SUPPLIES 


covering the entire casting process. 


e LARGE FRESH STOCKS of in- 
vestments, rubber, crucibles, flasks 
and other expendables on hand for 
prompt delivery. 


e FAVORABLE QUANTITY 
PRICE SCALES on all materials. 
Storage facilities at your disposal. 


CATALOG #52 


gives you full information on com- 
plete line of equipment for fine 
jewelry casting and finishing. 


Send for it today. 


ALEXANDER SAUNDERS 
& CO. 


Jewelry Casting and Finishing 
Equipment and Supplies 


95 BEDFORD ST., NEW YORK 14, N.Y. 
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REPAIRS and PLATING 
in GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 





from 
Coast 
to 
oo. Coast 
(Before) 
(After) 

Highest . 

Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercrafismen—Silversmiths 


17 West 45th St. New York 19, N. Y. 


Est. since 1918 
AT THE SAME ADDRESS 























An Enclosure Card Service Is 
Good for Your Business! 

John Henry produces the FINEST 
Enclosure Cards ... in assortment 
- - . quality . .. design. 





All illustrated in Card-O-Log No. 51 
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Write 
Dept. 12-24 
today! 


“JOU HCARY 2. 


P. - = LANSING, 
MICHIGAN 


























LEATHER CLOCK CASES o665—Ghen pskin case—Black, 


Dark Blue, Red, 
Tan, ye - Keystone $7. 00 


. 
case—Wine, Red, Black, Blue, 
Brown, Green. Keystone "$11.00 
#353—Genuine Ecrase Leather 
with gold tooled border. Brown, 
a Rose, Green and 


Waltham, Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20 











Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 











150 








Obituaries 








Frep H. Bincoop, 89, founder of the 
Fred H. Bidgood Co., jewelers of Grand 
Rapids, Mich., died October 10 at his 
home in that city. Mr. Bidgood was em- 
ployed by the E. J. Hervey Jewelry Co. 
40 years before he organized the F. H. 
Bidgood Co., which still is operated by 
the family. Surviving are his widow, a 
son, a sister, and three grandchildren. 


Henry DUuIsEND, part owner of Landson 
Jewelers, Inc., 255 Grant Ave., San Fran- 
cisco, Calif., died August 1. Since Mr. 
Duicend’s passing, surviving interests have 
executed an assignment for the benefit of 
creditors. Under this assignment, the firm 
is being liquidated. 


CaRL Bross, president and co-founder 
of the Traub Mfg. Co., Detroit, Mich., died 
November 2. The company was organized 
in 1907 by Mr. Bross and his brother, 
Ernest. After Ernest’s death in 1931, Carl 
became president of the organization. 
Under his guidance the company became 
well-known for its Orange Blossom ring 
stylings. The firm will continue under the 
management of Mr. Bross’ associates with 
no change in personnel or policy. Surviv- 
ing are his widow, a daughter and a son. 


Lawrence W. Hamm, 42, jeweler of 
Princeton, IIl., died September 10th follow- 
ing a lengthy illness. Mr. Hamm gradu- 
ated from Bradley Polytechnic Institute, 
Peoria, in 1933, and had been in the jewel- 
ry business in Princeton since the fall of 
1935. He leaves his widow, a son, a 
daughter, his parents, one sister and two 
brothers. 


James C. Howttzman, 64, jeweler of 
Pennsburg, Pa., died July 20th at his 
home there. A native of Harrisburg, Mr. 
Holtzman opened his jewelry store in 1914 
in East Greenville, Pa. He continued in 
business there until September, 1923, when 
he moved the business to its present loca- 
tion in the Pennsburg business district. 
In addition to his widow, he is survived 
by a son and two grandchildren. 


Mrs. Emma C. Kterer, 62, co-founder 
of Kiefer’s Jewelers & Optometrists, St. 
Louis, Mo., died October 24 at Barnes 
Hospital. Mrs. Kiefer founded the firm 
with her husband, Eugene W. Kiefer, 33 
years ago. In addition to her husband, 
she is survived by two sons. 


Louis Mazer, 68, founder, president and 
treasurer of Mazer Bros., Inc., costume 
jewelry manufacturers at 20 West 33rd St., 
New York, died October 12 at his home 
in that city. The business was founded by 
Mr. Mazer 32 years ago in Philadelphia. 
In 1926 the firm moved to New York where 
it occupied quarters at 6 West 32nd St. 
It continued at this location until 12 years 
ago when a subsequent move was made to 
the present location. Mr. Mazer is sur- 
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vived by two sons—Nat, who is associated 
with the firm, and Samuel. 


Isaac N. OprpENHEIMER, 80, who for the 
past 60 years has been connected with the 
retail jewelry business in Washington, 
D. C., died the latter part of October jn 
George Washington University Hospital. 
Born in St. Joseph, Mo.. Mr. Oppenheimer 
started in the jewelry business in 1892 
when he began working in the jewelry 
store of his brother-in-law, Adolph Kahn. 
H_ was in partnership with Isador Shah 
from 1922 until 1930, and then went into 
business for himself. In 1938, Mr. Oppen- 
heimer became secretary-treasurer of the 
newly-formed firm of Kahn-Oppenheimer, 
Inc. He retired from that post about a 
month before his death. Surviving are his 
sister and a grand nephew 


Louis STRASHUN, 67, president of the 
Rost Jewelry Co., Inc., retail jewelers of 
Indianapolis, Ind., died October 23 at his 
home in that city. Born in Lithuania, Mr. 
Strashun had lived in Indianapolis more 
than 50 years and for the last 40 had 
served as president of the jewelry com- 
pany. In addition to his widow, he is 
survived by two daughters, two brothers, 
and five grandchildren. 


Water S. Weaver. 55. president and 
treasurer of W. D. Webb, Inc., jewelers of 
Greenwich, Conn., died October 10th at 
Greenwich Hospital. Mr. Weaver had 
bought the concern six years ago from 
Henry Webb, son of the founder. Before 
moving to Greenwich. he had operated a 
jewelry store in Qhio. 


GeorceE F. Wo tr, 74, sales representative 
for Currier & Roby, Inc., silversmiths at 
151 West 19th St., New York, died October 
27. Mr. Wolf, who was associated with the 
silver industry more than 60 years, traveled 
though the east and midwest for the past 
50 years as a sales representative. He started 
his career in the silver business in 1891 
with the Simons Bros. Co. in Philadelphia. 
Twenty-three years later, in 1914, he joined 
J. F. Fradley & Co. as a sales representa- 
tive. He remained with this firm until 
1933 when he accepted a_ position with 
G. A. Henckel & Co., which was absorbed 
by Currier & Roby in February, 1937. Mr. 
Wolf, who was a member of the Jewelers’ 
Fraternal Association of New York, 
survived by his three sisters. 


ECA Issues Ruling on Bonuses 


Employers may pay a Christmas or yeal- 
end bonus of up to $40 without prior 
government approval, the Economic Sta 
bilization Agency has ruled. 

Such bonuses may be paid either in 
cash or in the form of a gift not exceeding 
that amount. The payments need not be 
offset against the amount of wage adjust: 
ments permissible under other government 
wage regulations. 
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U. S. Tin Imports From Malaya 
May be Hit by Red Uprisings 

The United States government has been 
warned in a hitherto secret report that tin 
production in Malaya, one of the world’s 
major sources, will soon begin to decline 
if Communist guerilla activity there con- 
tinues on the present scale. 

The report was turned in by a special 
mission to Malaya and kept under wraps 
for release eventually as a State Depart- 
ment document. 

Specifically, it shows that Communist 
uprisings have not so far interfered with 
tin production. But such activity has 
completely stopped exploration and devel- 
opment of new mines. This means, the 
mission reported, that without the opening 
of wew reserves production will shortly 
start downward as currently operated 
mines begin to be worked out. 


Babies Born on New Year's Day 
Eligible for 1847 Rogers Gift 


For the fourth consecutive year, the 
1847 Rogers Bros. Division of The In- 
ternational Silver Co. will make it pos- 
sible for all children born on New Year’s 
Day to be “born with a silver spoon in 
their mouth.” 

This time, however, the children born 
on January 1, 1953 are eligible to receive 
more than a free 1847 Rogers Bros. spoon. 
Each boy and girl who comes into the 
world anywhere in the United States on 
this New Year’s Day will be in line to 
receive a three-piece feeding set. 

To receive the feeding set, the parents 
of the child born New Year’s Day need 
only send a card bearing their name and 
address, the name of the attending physi- 
cian, and the name of the hospital where 
the birth took place to either 1847 Rogers 
Bros., Meriden, Conn., or “Queen For A 
Day,” Hollywood, Calif. 

As in previous years, the willingness of 
1847 Rogers Bros. to present each child 
born January 1 with a free silverware 
gift will be well publicized. 

Through arrangements with the popular 
“Queen For A Day” radio program, the 
1847 Rogers Bros. offer will be broadcast 
five times weekly for one month over the 
entire Mutual network of more than 500 
stations. In addition, the offer will be 
publicized on other radio programs and in 
newspapers. 

John D. Shaw, sales manager of 1847 
Rogers Bros., regards the New Year’s Day 
gift offer as a splendid opportunity for 
dealers to promote the entire juvenile 
sliverware line of 1847 Rogers Bros. 

“This is a promotion particularly bene- 
ficial to the dealer between December 29 
and January 29,” he stated. For it is 
during this period immediately after 
Christmas that trade in a jewelry store de- 
clines. The widespread publicity on our 
January 1 free offer provides an  op- 
portunity for our dealers to promote 
Juvenile silverware—built around _ the 
three-piece feeding set.” 
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Gustavo Trifari, 69, Dies; 
Founded Costume Jewelry Firm 


Gustavo Trifari, a founder of the cos- 
tume jewelry firm of Trifari, Krussman & 
Fishel, Inec., died October 28th at Jane 
Brown Hospital, Providence, R. L., after 
a long illness. His age was 69. 

Well-known throughout the jewelry in- 
dustry in the United States, Mr. Trifari 
began his career in the costume jewelry 
field forty years ago. He created many 
original jewelry designs that closely dupli- 


GUSTAVO 
TRIFARI 





cated more precious counterparts costing 
many times their price. This careful 
fashioning coupled with money-saving pre- 
cision manufacturing techniques resulted 
in the production of fashionable jewelry 
accessories that appealed to the mass mar- 
ket. Through Mr. Trifari’s creative ability 
in producing better costume jewelry at 
popular prices, its appeal has widened to 
such an extent that today it is considered 








an essential part of the well-dressed wo- 
man’s costume. 

Mr. Trifari, who was born in Naples, 
Italy, came to this country as a young man 
about 50 years ago. 

The present firm was begun twenty-seven 
years ago when Mr. Trifari and his other 
two partners brought their diverse talents 
together to form the company that is now 
known throughout the jewelry industry 
simply as “Trifari.” 

Back in 1918 Mr. Trifari, the designer 
and producer, formed a partnership with 
Leo F. Krussman, the organizer, a man 
who saw the possibility of marketing 
widely the products created by Mr. Tri- 
faris imagination. Carl M. Fishel, the 
salesman, came in as the third member 
of the firm in 1925. 

When Mr. Trifari first started in the 
costume jewelry business, about the only 
ornaments that women wore, with the ex- 
ception of real jewels, were bar pins and 
hair ornaments. The hair ornaments were 
elaborate affairs, made largely from tor- 
toise shell, some set with rhinestones. 

In addition to creating original jewelry 
designs, Mr. Trifari developed new alloys 
for use in the manufacture of costume 
jewelry. In 1947, the company reported 
a new base metal, Trifanium, which it 
says has helped to cut prices of its prod- 
ucts from 30 to 50 per cent. Composition 
of the metal is still a secret. 

Survivors include his widow, his mother, 
two daughters, two sons and ten grand- 
children. 
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SOLE U. S. A. AGENTS FOR ALL JUNGHANS PRODUCTS 


HENRY COEHLER CO., INC. 
101 FIFTH AVENUE, NEW YORK 3, N. Y. 


1524 MERCHANDISE MART, CHICAGO, ILLINOIS 


Completely 
jeweled. Size 
844" x 644” x 
41%”, 
Keystone $104 
2 other styles 
available. 


ASK FOR 
NEW CATALOG 
AND 
LATEST PRICE 
LIST 


3 
Visit 


Our 


Showrooms 








151 











HERBERT W. 
STRANGER CO. 


( 

387 WASHINGTON ST., BOSTON’ | 
* ) 

We Specialize In | 


WATCH BANDS | 


peidel GEMEX | 
em Jorstaer, 


4" to 6" Lengths in Stock 
* 
RONSON AND ZIPPO LIGHTERS 


VAN DELL, HAYWARD, SIMMONS 
STURDY JEWELRY , ELCO IDENTS 
HYDE PARK WATCHES 


SEMCA-PHINNEY WALKER CLOCKS 
CATAMORE, HAYWARD ROSARIES 
MARVELLA PEARLS 
BDA RINGS 
REMINGTON SHAVERS @ ROLLS RAZORS 
U. S. TIME PRODUCTS 
SNOW WHITE — CINDERELLA . 
HOPALONG CASSIDY WATCHES 
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A Satisfied Customer Is Our Best Ad. 


















SPORT CHARMS 2 





Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
rs charms, medals, and 
es wet sporting jewelry. 


J. M. FISHER CO., Attleboro, Mass. 




















FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 








Sold onty direct to Retallers 
WELLS MFG. CO. ATTLEBORO, MASS. 








For Your Requirements in 
Seth Thomas, Telechron, 


Westclox, Sessions, Sentinel 
write 


9. A, Silver Co 


NEW HAVEN 11, CONN. 














NICKEL SILVER 
PHOSPHOR BRONZE 
CO. 


THE SEYMOUR MFG. 


SEYMOUR. CONN. 
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q Othcers and directors of the Massa- 
chusetts and Khode Isiand Retail Jewelers 
Association met ai the Hotel Bellevue, 
Boston, on November 19, anu iormulated 
plans tor the annual! convention to be held 
April 4, 1953, at the Parker House, boston. 
Fred bird, secretary of the association lor 
27 years, was honored at the meeling, a 
presentation being made by Clarence kan, 
of Lund Jewelers, Inc., Boston, 

q Allen Davidson, president of the Thomas 
Long Co., was named a vice-president of 
the Boston Retail Trade Board on _ the 
occasion of its meeting on November 21. 
q The ten hard-rolling teams of the boston 
Jewelers Bowling League ceased their 
efforts on December 6 for the Christmas 
holidays, and were due to begin rolling 
again on January 6. At press time the 
A. Stowell team was leading. 

q Members of the New England Guild of 
the American Gem Society held their 
annual meeting and election of officers at 
the Science Museum, Boston, on Novem- 
ber 12. Frank Carson, of A. Stowell & 
Co., was re-elected president; Quentin W. 
McCaffrey, of Quincy, was named vice- 
president; and Walter “Scottie” Bain, of 
D. C. Percival & Co., Boston, was elected 
secretary-treasurer. The following were 
named to the executive committee: Darwin 
Neumeister, Bigelow-Kennard Co., Boston; 
Richard Chesley and Howard Preston, of 
Thomas Long Co., Boston; Donald Reaves 
and Mrs. Ella Bird, of Smith-Patterson 
Co.; Fred Gurney of Gurney Brothers Co., 
Brockton, Mass.; and Harold Partridge of 
Trefry & Partridge, Boston. Following the 
election, this last meeting of 1952 wound 
up with a general discussion of jewelry 
problems. 

q Miss Elizabeth Brown, for some time 
associated with A. R. West at the Wellesley 
Hills branch of this Boston jewelry store, 
and well-known for her long association 
with the New England Guild of the Amer- 
ican Gem Society, recently entered into 
partnership with George D. Bethany, for- 
merly with MacKenzie & Allen, Roxbury, 
and purchased this branch, which, hence- 
forth, will be known as Brown and 
Bethany, Inc., Wellesley Hills, Mass. 

q J. Gould Cook, president of A. Stowell 
& Co., Inc.. was appointed as chairman of 
the Jewelers Group, Mercantile Division. 
for the 1953 United Red Feather Cam- 
paign of Metropolitan Boston. Goal of 
this division is $717.000 of a total Red 
Feather goal for 1953 of $7,283.000. Mr. 
Cook named the following assistants to 
aid him in the wholesale and retail fields: 
Adrian Lesperance. Bigelow-Kennard Co.; 
Richard Arnold, D. C. Percival & Co.; 
and Edward Morgan of I. Alberts’ Sons. 
q “Nat” Goodman, of N. I. Goodman. Inc., 
1006-7 Jewelers Building. representing the 
Ring Committee of the National Whole- 
sale Jewelers Association, attended a meet- 
ing of the Jewelry Industry Council in the 
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NEW ENGLAND 


offices of the 24-Karat Club of New York 
City on November 11. Mrs. Goodman was 
installed recently as Chief Companion of 
the Foresters of America, Brookline, Mass, 
chapter, a post which she will hold for 
the second time. 

q Joseph LaCritz and Milton Wish, owners 
of Marlboro Jewelers, Marlboro, Mass, 
opened a branch store at 24 Main St, 
Taunton, Mass., on November 1, to be 
known as “Ro-An Jewelers.” 

q The firm of Samuel L. Miller & Soi, 908 
Jewelers Building, is moving to Room 504. 
until recently occupied by C. V. Hoffman 
and son, Fred Hoffman. The latter has 
made no decision as yet as to just where 
he will locate. 

q Crown Jewelers of Bangor, Maine, has 
added a new modern front to the store. 
Harold Durgan, clerk and salesman, has 
left the Crown store, and is now associated 
with W. C. Bryant & Son, Bangor. 

q Several out-of-town jewelers attended 
the November 8 wedding of Gloria Bold, 
daughter of Ralph Bold, New York and 
western Massachusetts representative of 
I. Alberts’ Sons, Jewelers Bldg., in Milton, 
Mass. Among these were Myer Lippa, of 
Burlington, Vt., and his fiancee, Miss 
Phyllis Goodale, of the same store, and 
Mr. and Mrs. Irving Carbino, of Massena, 
N. Y. Many Greater Boston jewelers also 
were present. 

q George Elliott and Herbert Austin, 
operators of the George Elliott Co., Port- 
land, Me., have dissolved partnership. The 
business will be carried on by Mr. Elliott, 
and Mr. Austin will remain at the store. 
q The firm of Louis F. Guiness, Inc., 711 
Jewelers Building, is expanding, and has 
taken over Room 908, formerly occupied 
by Samuel L. Miller & Son, to handle 
small goods and their repair department. 
Mrs. Doris Jeffries has been added to the 
bookkeeping department. News from Capt. 
Herbert Guiness tells of visits with NATO 
to all the principal European capitals. 

q Private first-class George D. Salisbury, 
Jr., son of engraver of the same name, 
604 Jewelers Building, is convalescing 
from recent hospitalization in Taejon, 
Korea. 

q Robert and Ella Cone. operators of the 
Silversmith Shops, Hyannis and Rockport. 
Mass., and Fort Lauderdale, Fla., have 
opened a new store at 225 Berkeley St. 
Boston. 

4 Miss Catherine Egan, operator of the 
Edmund W. Kirby Co., 3rd floor, Jewelers 
Building, has just been honored as a mem- 
ber of the Boston Professional Women’s 
Club. Her father and mother, Mr. and 
Mrs. Patrick J. Egan, Belmont, Mass. 
celebrated their 50th wedding anniversary 
October 29. 

4 Burt W. Howland, jeweler of Brandon. 
Vt., has announced his forthcoming mar 
riage in December. 

4 Theodore R. Barrows, jeweler of Spring: 
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field, Vt., has moved from an_ upstairs 
location to a downstairs store on the main 
street. 
q.Mr. and Mrs. Rosario “Joe” Dubois, 
jewelers of Lewiston, Maine, celebrated 
their 25th wedding anniversary the end of 
October. 
4 Miss Mary Reddy has joined the book- 
keeping and sales staff of Smith & Zaff, 
308 Jewelers Building. 
q An idea which well might be used by 
other jewelers handling fraternity jewelry 
has been adopted by Kettell, Blake & Read, 
901 Washington Bldg., Boston, in the pub- 
lishing of a handy little directory showing 
dates and meeting places of Massachusetts 
chapters of DeMolay. 
4 Gerald Price has joined the office staff 
in A. Frisch & Co., 306-7 Jewelers Build- 
ing, and new display cases have been 
added. 
q A new heating plant has been installed 
in the Grono & Christie jewelry store, East 
Milton, Mass. Mrs. Sally Grono plans to 
go to Bermuda after the Christmas _holli- 
days, and on her return late in January, 
“Chris” plans a trip. 
q Wilcort Jewelers, Inc., Brockton, Mass., 
have opened a new branch store in Stough- 
ton, Mass. 
q Mrs. Charles H. Howe, who has been 
carrying on the jewelry business of her 
late husband in St. Johnsbury, Vt., is con- 
sidering putting the store on the market. 
q Bernard Jackson, veteran of the E. H. 
Saxton Co., 601-5 Washington Building, is 
convalescing from a _ recent automobile 
accident in which he was slightly injured. 
Everett Simmons, of the same firm, has 
moved to Canaan, N. H., and is commuting 
week ends. 
q The quarters of Goldland Jewelry Co., 
Inc., 616 Washington Building, have been 
entirely redecorated, with pearl gray and 
antique finish trims being offset by sparks 
of gay pink. 
4 Two weddings in the Alfred F. DeScenza 
& Son firm, 609 Washington Bldg., about 
fill the staff with young newlyweds—latest 
being Joseph Sullivan and Jack Mac- 
Donald, of the sales staff. 
( Roy Spring, jeweler of 7th floor, Jewelers 
Building, has purchased a new home at 
Gray Gables, on the Cape Cod Canal, and 
reports the fishing for striped bass to be 
excellent off his back porch. 
q Bert “Sparks” Stranger, Jr., sporting a 
new hydrant-hose-and-firehat necktie, took 
over for his dad, Herbert W. Stranger, in 
306 Washington Building, while the latter 
stabbed—not a hose or ax—but a shot- 
gun, and headed for the Maine woods to 
bag his annual quota of wildlife. Miss 
Eva Behn, who used to work for the firm 
10 years ago, is back at the counters for 
Christmas. 
¢ Mrs. Rose Marshall, head bookkeeper 
with the Travis, Farber Co., 909 Jewelers 
Building, served as chairman of the Dor- 
2 Women’s Republican Club during 
» Tecent campaign. and reports success 
for her party’s candidates. 
—— ee of the Boston Jewelry 
seein: 0., is just back from a short 
rip to White Sulphur Springs, Va. 
q New showcases have been added to the 
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store of George E. Elliott, Concord, N. H.. 


and the entire store has been enlarged and | 


redecorated. 

q A new jewelry store has opened in the 
quarters formerly occupied by the Reagan 
Kipp Co., 170 Tremont St., Boston, and 
will operate as Linn Cay’s. 

q Myer Kassner, of Laconia, N. H., who 
recently retired from the retail jewelry 
business, has opened a new shop to handle 
repair work for the trade only in the 
Jelknap Mountain area of the Granite 
State at 32-A Summer St., Laconia. 

q Miss Selma Lansky, associated with her 
father, J. M. Lansky, 903 Jewelers Build- 
ing, was recently designated as representa- 
tive in the wholesale jewelry division of 
the Greater Boston Salvation Army’s 
“Friendly Appeal” drive. Her brother 
Elliott Lansky, until recently associated 
with Chester W. Cook & Co., jewelers of 
Lynn, Mass., is now with the Savoy Jewelry 
Co., Inc., Springfield, Mass. 

4 J. Gordon Ritchie, formerly a watch- 
maker with Andy’s Gift and Jewelry Shop, 


Norwood, Mass., has purchased the store | 


of the late James Boyd of that city from 
Mr. Boyd’s widow, and will operate as the 
J. G. Ritchie Co., Inc. 

4 Henry Desjardins, jeweler of Salem and 
Beverly, Mass., is back from Quebec after 
attending the wedding of his niece and 














spending two weeks hunting in the neigbor- | 


hood of Machias, Maine. 
q Theodore McCarthy, 
Commercial Credit Corporation, has been 
named office manager of Smith-Patterson 
Co. Charles Parkes, at one time associated 
with this store seven years ago, is back 
in the silver department. 
colfer at the Bethel Inn, Bethel, Maine, 


formerly of the | 


Jack Carter, pro | 


also is back for the 23rd year for his | 


annual six months’ winter sojurn in the 
watch department. Numerous changes 
have taken place in the arrangement of 
display and floor cases and tables on the 
first and second floors of this store, making 
for larger and more convenient selling 
space. Several changes also are being 
made in the show windows. 

4 Knight Jewelry Co., 611 Province Build- 
ing, recently remodeled its quarters and 
took on a new line of photographic equip- 
ment. 

q Ralph Talbert, of B. Yaffe & Sons, 
Washington Building, is reported as con- 
sidering acquisition of a set of winter 
driving clubs as he has been doing so well 
at golfing at the Riverside Club, Newton. 
Some of his fellow workers also suggest 
skis or snowshoes, the colder days never 
seeming to bother him. 

4 Joseph Delaney, for the past 29 years 
manager of Woodbury & McLeod, Inc.. 
jewelers of Manchester, N. H., died Oc- 
tober 15. 

4 Jacob Ratzkoff, of Ratzkoff Brothers, 
816 Washington Bldg., Boston, died No- 
vember 10. 

q Harry J. Wadland, jeweler of Melrose, 
Mass., died November 4. 

q Arsene Emile Coll, of the firm of A. Coll 
& Sons, Manchester, N. H., died October 
14 in Newport, Vt., Hospital, as the result 
of injuries sustained the previous week in 
an automobile accident. 
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She Hiding Heart 


IT’S NEW ° IT’S LOVELY 
IT’S PRACTICAL 


No visible connection between chain and heart 






Sterling Silver Rhodium Finish — Hand Set 
“Exclusive for fine retail jewelers’ 


gun Pay 


PRovineNce 


204 WESTMINSTER ST. RHODE ISLAND. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Pastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 
ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 
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Diamonds direct from Antwerp 


Your country buys yearly 35.000.000 dollars 
of diamonds from Antwerp. It is a fair bet 
the diamonds you handle; loose er mounted, are 
amongst them. The point is: do an buy them 
first hand from Antwerp or through costly 
detours. The answer to this question makes 
the difference in your profit. 


If you are already dealing with Antwerp 
and have a reliable supplier here, you are in 
the know. If not, contact me and save at least 
20%, yes 20% through Antwerp wholesale 
prices. Diamonds direct from Antwerp will 
double your margin of profit. 


For full information write airmail please. 
(Diamond dealers and jewelers only.) 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP-BELGIUM 
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Quality 


RHINESTONE 
JEWELRY 


Direct to You from 
the Manufacturer at 


most favorable prices 
Free Illustrated Catalog 


Fantasy of Jewels 


Made by 


ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 38,N.Y. 












WATCHMAKERS 
INSTRUMENT MAKERS 







JEWELERS 
ENGRAVERS e 






A MERRY XMAS ... and 
A HAPPY NEW YEAR... from 


YOUR LEADING MAIL ORDER SUPPLY HOUSE 


ALL Watches, Clocks, Attachments, Tools, Ma- 
terials, Supplies, Books. New free catalog 
just out. 


REMEMBER OUR WELL-KNOWN WATCH- 
CLOCK-JEWELRY REPAIR DEP'T 
FOR THE TRADE! 


QUICK MAIL ORDER SERVICE 


Member of Jewelers Board of Trade 


MODERN TECHNICAL SUPPLY CO. 
Wholesaler & Importer 
Dept. 12CK, 55 W. 42nd St., New York 36 

















| WRITE FOR 
Our New 


COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 








CENTRAL WATCH MATERIALS 
& SUPPLY CO., 


Inc. 
- Wholesole Jewelers 


134 So. 8th St. Phila. 7, Pa. 








| LEARN WATCHMAKING 


REPAIRING - ENGRAVING 
Day or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Philo. 
Write Dept. "'K"* lil'd Catalog 


Baldwin 9-1376 Est. 1894 
Arthur T. Johnson, Prineipal 





Eve. School 
in Watchmaking 
. Sept. 22-May 28 . 














COURSES FOR SUCCESS FOR 
WATCHMAKERS ~ - ENGRAVERS 


GRADUATES PASS no nl MASTER 
WATCHMAKER, H1.A AND ALL STAT 
LICENSING €xAmMs. ene 


©63 YEARS SERVICE o 


























q loils Jewelers have added new items to 
the extensive line of merchandise carried 
in their two Philadelphia stores. Both the 
store at 6186 Kidge Ave. and the one at 
1421 W. Susquehanna Ave., now carry 
lamps and the Ridge Ave. store also dis- 
plays a new line of glassware. 

q For the first time in its history, the shop 
at 1318 W. Girard Ave., operated by Hersh 
Waisbord, is offering a “Sale of Christmas 
Features.” ‘Lhe Waisbord shop, which had 
been almost exclusively a repair shop, has 
now added a line of jewelry and greatly 
increased its stock of watches and watch 
accessories. 

q Following the trend toward later hours to 
accommodate families who wish to shop 
together, Mr. and Mrs. W. J. Stephenson, 
r., have changed the hours of the store 
they opened a couple ot years ago tor 
their son, William, Jr., who is now in the 
service. The store, on Chester Ave. in 


Yeadon, is now open for business from 2 


P.M. to 9 P.M. daily. 
q As this was written, Bailey, Banks & 
Biddle Co. was prominently displaying 


an eye-catching assortment of wood and 
leather gift items in one of their windows, 
as well as a group of bracelets and neck- 
laces. 

q Patrons whose names are on the regular 
mailing list received an announcement 
with their Christmas catalogue this year 
reading: “J. E. Caldwell & Co. is pleased 
to announce their appointment by Tiffany 
& Co. as the exclusive representative in 
the greater Philadelphia area for all ster- 
ling silver designed and made in the famous 
Tiffany tradition of quality and _ crafts- 
manship.” 

q Not only the larger jewelers but even 
many neighborhood shops are increasing 
their sales volume by promoting their es- 
tablishments as gift headquarters for firms 
that purchase Christmas presents for 
clients and employees. Some _ jewelry 
stores have established a “Business Gift 
Service” and others have appointed a 
“Business Gift Consultant.” 

q The Terminal Watch Shop, which has 
used the sign “Official Watch Inspectors 
for the Reading Railroad” to attract cus- 
tomers to buy a wide variety of merchan- 
dise including many non-jewelry gift items, 
has now added a comprehensive line of 
luggage and leather goods. 

q Shoppers who stop to look at the window 
display in any of the 16 Tappin stores are 
attracted by the sign which tops a varied 
assortment of jewelry merchandise read- 
ing: “You may own anything in this store 
for as little as $1.00 weekly.” 

q John Farnan, son of Edward A. Farnan. 
has been granted a leave from the U. S. 
Army and is now helping his father in their 
store at 101 S. 11th St. John was asso- 
ciated with his father before he entered 
the service. He is home temporarily pend- 
ing the recovery of his mother who is re- 
cuperating from a prolonged illness which 
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has confined her to a hospital all summer 
and autumn. John was tiown home trom 
ltaly where he was serving with the Army 
when his mother’s condition became crit). 
cal, 

q Chinaware has been added to the diver. 
sified stock of merchandise at Harburger 
Bros., 1014 Chestnut St. 

q “Stop—lIs Your Watch Correct?” These 
black letters really halt passers-by walking 
along the second floor of the building at 
1001 Chestnut St. The sign’s effectiveness 
ca: be measured by the large number of 
people who stop in at William O’Donnell’s 
to have their watches adjusted. 

q Fred J. Cooper, Inc., 109 S. 13 St., has 
installed a window display which really 
attracts the male pedestrian. An assort- 
ment of unset stones used in making 
scarab bracelets and a few pieces of stone- 
set jewelry are shown against a backgrouni 
features a poem about the “Rock 
Hound,” a pick and shovel, and a bowl 
of gold fish swimming in a “setting” of 
tinv Mexican opals. 

q Congratulations are being extended by 
friends and acquaintances to William 
O’Donnell of 1001 Chestnut St. on the ob- 
servance of his 50 years in the jewelry 
business. 

q Lichtey’s, Inc., 113 S. help shop- 
pers (and at the same time lure them into 
the store) by using a_ broadside listing 
cifts suitable for men and women as a 
backdrop for displays during the Christ- 
mas season. 

q Sol Schwartz, retail at 132 S. 
8 St.. has been trving for the past few 
months to correct the mistaken notion of 
and associates who have in- 
cluded him among the ranks of the re- 
cently departed. This misunderstanding 
was caused by the passing of another Sol 
Schwartz. a wholesale jewelry merchant. 
Confusion was further heightened when a 
local newspaper carried a death notice 
with the home address but not the busi- 
ness address of the deceased. 

q Herbert Rosenblatt of 4519 York Road 
was. at this writing. addressing 3000 pieces 
of direct mail advertising by hand. He 
feels that a handwritten address on a di- 
rect mail piece not only personalizes it 
hut also improves its chances of being read 
by the recipient. Whether as a result of 
this advertising or a general trend, he is 
not sure. but for some reason he finds cus- 
“investing in better jewelrv.” 


which 


12 St., 


jeweler 


his friends 


tomers 
q “It brings them in” said Louis A. Kahn, 
213 S. 15 St., about his display of cos 


tume jewelry in the window ranging in 
price from ninety-five cents to $1.95. Of 
course the budget items are surrounded 
by more attractive and higher- priced 
jewelry which is also scrutinized by wit 
dow shoppers as they stop to look over 
the inexpensively priced items. 

4S. Glusman finds that framed cardboard 
broadsides advertising standard brands of 
merchandise make inexpensive, easy-to 
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handle, and sales-boosting backdrops for 
his window displays. His shop is located 
on the street floor of the Bankers Securi- 
ties Building. 

q The material department of M. Sickles 
* Sons, Inc., 96-year-old jewelry wholesal- 
ing firm, was purchased recently by Wil- 
liam S. Waples, jewelry and material 
wholesaler with offices at 731 Sansom ae. 
and 115 S. 8 St. 

4 The Horological Guild of Philadelphia 
dispensed with the November and Decem- 
ber meetings this busy Christmas season. 
Time and place of the meetings for next 
vear had not been announced at this writ- 
ing. 

q The jewelry establishment at 117 5. 15 
St. has taken on a much brighter atmos- 
phere. The John D. Enright store has a 
new grouping of fluorescent lights running 
the length of the store and replacing sev- 
eral spotlights in the ceiling. It will be 
remembered that this is the store that 
brightened in a different wav. about two 
months ago. with the return of James D. 











Enright from active service with the Army 
in Korea. 

4 Gerlach’s Jewelers have enlarged and 
renovated their store in the 69 Street Ter- 
minal. A new entrance on Market St. at- 
tracts shoppers who would not be inclined 
to enter through the Terminal Building. 
Larger and lowered windows permit dis- 
play of more merchandise and _ invite 
“neeking” into the modernized store 
through sheer silk curtains. 

¢ “The stage is set” at the John Karaka- 
shian store at 139 S. 8 St. with a stage-like 
curtain of star flecked white silk draped 
with a black velvet tie-back. It places 
dramatic emphasis on the jewelry in front 
of the curtain. 

4 Tying jewelry with suecess and happt- 
ness in the customers’ lives, C. R. Smith 
& Son. Market at 18 St., ran the following 
ad in the local newspapers: “Look your 
best and you will act your best and ae- 
complish the most.” There followed a 
description of merchandise pictured above 


the quoted caption. 





A flagstone recess leads from the street to the modern glass door entrance of Tilden- 
Thurber's Newport store. Flanking the flagstone recess are picture-type display windows. 
Burned out last February 18, the firm re-opened the store at its former location on October 13. 


Tilden-Thurber’s Newport store, burned 
out last February 18, re-opened October 13 
at the same location, 160 Thames St., a 
one-floor replica of the big Providence 
store with jewelry, watch, silverware, china, 
glass, leather goods and stationery depart- 
ments, 

The ultra-modern store was designed by 
J. Gordon Carr of New York, with fixtures 
and forms provided by William Bloom & 
Son of Providence. 

Prior to the formal opening a cocktail 
party was held. Invited guests included 
the mayor of Newport, business friends, 
officials of the Newport Chamber of Com- 
merce, the Fire Department and Police 
Department, together with representatives 
of other civic groups. 

On the opening day the first 500 to visit 
the store were presented bottles of per- 
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fume. During that day 1300 persons were 
registered for the drawing of a $100 ladies’ 
watch. 

Pastel painted walls and bleached ma- 
hogany fixtures combine to make the at- 
tractive interior of the store. 

Tilden-Thurber’s Newport store was first 
opened on April 11, 1938. Since the fire 
last Winter it has operated in temporary 
quarters at 190 Thames St. 

The new building in which it is again 
located at its original address is shared 
by the Kay’s-Newport shoe store, a neighbor 
prior to the fire, and by a bakery operated 
by the owner of the building. 

The store is operated by the same per- 
sonnel that has operated it for a number 
of years with Miss Natalie Clark, president 
of the Retail Trade Board of Newport, as 
manager. 








From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality .. . 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


MANUFACTURER OF 


PLATINUM, PALLADIUM 


IMPORTER OF 


AND GOLD 


JEWELRY 


DIAMONDS, CULTURED PEARLS AND GEM STONES 


S803 Sansom St. 
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ALBERT S. SMYTH CO. 
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5 HOPKINS PLACE, BALTIMORE, MD. 














Florida's largest watch material house 
Serving the Nation by mail. 


Prompt mall service 
Write for Price List C 


DEAN COMPANY 
7%2 N. Atlantic Ave., Deytone Beach, Fia. 
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q Morris B. Zale, president of the Zale 
Jewelry Co., announced recently that the 
firm will construct a 32,472-square-foot 
building on a southwest corner of Ervay 
and St. Louis Sts., Dallas, Texas. Con- 
struction will begin about the first of the 
year. General offices of the 40-store or- 
ganization will occupy one-third of the 
building. The remaining area will be used 
for warehouse space, for three of the 
company’s manufacturing departments and 
a lunchroom and lounge for employees. 

q Gray structural glass was used in mod- 
ernizing the front of Lewis Jewelers, 327 
West Main, Denison, Texas, according to 
Louis Coppola, owner. Designed along 
modern lines, the new store front recedes 
12 feet from the street line to the door. 
Modern show windows line the depressed 
front for merchandise display. No changes 
were made in the store’s interior. 

q Paul A. Werths, jeweler of San Antonio, 
Texas, moved recently to new and larger 
quarters at 119 Broadway. He was form- 
erly located at 210 E. Houston St. 

q Store managers from four states at- 
tended the semi-annual sales meeting of 
the Gordon Jewelry Stores on October 13 
and 14 at Houston, Texas. Attending the 
meeting were L. L. Miller, secretary; A. S. 
Gordon, treasurer; H. B. Gordon, vice 
president, and T. A. Cohen, Louis Colbe, 
L. C. Imburglia, J. W. Robertson, Harry 
Stowe and Ike Thorne, store managers. 
q Roberts Jewelers, Inc., Reidsville, N. C., 
has been chartered with authorized capital 
stock of $100,000 to conduct a jewelry store. 
Incorporators: A. J. Roberts, Charlotte; 
Beniamin Bosse and J. L. Emanuel. both 


of Raleigh. 





Baltimore-Washington News 


q Jacob M. Paul, jeweler at 3310 Eastern 
Ave., Baltimore, recently returned from 
Bethlehem, N. H., with the news that he 
was elected president of the National Hay 
Fever Association for the ensuing year. 
The association’s home is located in that 
New Hampshire city. 

q William H. Roeth and Ed Kibler, jewel- 
ers of Greenmount Ave., Baltimore, par- 
ticipated recently in the successful Hallo- 
ween parade staged by the Waverly 
Merchants Association, of which they are 
officers. Mel Waxman of Giftland Jewel- 
ers, Glen Burnie, Md., was also instru- 
mental in promoting a Halloween parade 
in cooperation with other merchants in 
his area. 

q John H. Fetting, Jr., president of the 
Baltimore Jewelers Association, reported 
recently that plans are complete for a 
“Know Your Jeweler” campaign in the 
Baltimore area. An adequate response was 
received from jewelers who were desirous 
of promoting such a venture. 

q Mrs. Italo Broccolino of Broccolino Bros., 
jewelers located on E. Monument St., Balti- 
more, returned November 1 from a three- 
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month visit to her native city of Briverno, 
near Rome, Italy, where she visited relg- 
tives. Her mother and youngest child 
accompanied her. 

q Thieves recently smashed the display 
windows ot Castelberg’s, jewelers at 200 
W. Lexington St., Baltimore, and escaped 
with watches reputedly valued at more 
than $900. Police who arrived on_ the 
scene shortly after the burglar alarm 
sounded found the window smashers had 
fled after scooping up the loot. 

q Irving Roll,- jeweler at 3124 W. North 
Ave., Baltimore, announced recently the 
opening of a branch store at Liberty and 
Church Roads in Randallstown, Md. The 
new establishment will be managed by his 
son, Stanley, who served in the U. S. Navy. 
q Having obtained successful results with 
its participation in television promotion, 
the Carl J. Doederlein Co., jewelers at 
320 N. Charles St., Baltimore, has renewed 
its contract for the coming year. Nelson 
J. Coleman, Jr., president of the firm, 
delivers his own commercial announce- 
ments. 

q The smart Woodmont Country Club was 
the scene of genial Abe Mayer’s 75th birth- 
day party tendered in his honor October 
29 by relatives and friends. Mr. Mayer 
has long been associated in jewelry circles 
in the Washington area as well as through- 
out the Eastern seaboard. He has been 
especially active in the affairs of the Mary- 
land-Delaware-District of Columbia Jewel- 
ers Association. 

q Harry Koenigsberg, jeweler at 1209 
Pennsylvania Ave., N.W., Washington, 
D. C., recently sold his establishment to 
Charles Fairchild. Mr. Koenigsberg will 


‘henceforth confine his duties to the new 


store opened recently in the southeastern 
suburban section of the city. 

4 Wright’s Jewelry Store in Silver Spring, 
Md., celebrated its 16th year in business 
last month. Another milestone observed 
recently was the 29th anniversary of the 
Laurel Jewelry Shop of Laurel, Md. 

4 Mel Foer, president of the Greater Wash- 
ington Retail Jewelers Association, an- 
nounced that the organization’s recent 
annual banquet was, from a_ financial 
standpoint, a complete success. A _ better 
than expected number enjoyed the plea- 
sures provided by the committee that ar- 
ranged the affair. 

4 Bernard Burnstine announced recently a 
follow-up to the “Know Your Jeweler” 
campaign which was successfully staged 
several months ago. Widespread enthu- 
siasm among participating jewelers assured 
another successful venture. 





Open New Sfore in Scranton 


Altier & Kelly, formerly located in the 
Dime Bank Building, Scranton, Pa., have 
opened a new jewelry store at 304 Spruce 
St., Scranton. William Kelly and Joseph 
Altier are proprietors of the firm. 
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WINNING ENTRIES IN JEWELRY DESIGN COMPETITION 








One of the most clever entries submitted 
was this lipstick holder concealed within 
a bell-shaped pendant necklace. 


The second set of original designs en- 
tered in the recent Machine Chain Manu- 
facturers Association’s competition included 
the three award-winning sketches shown 
here. 

Awards for prize-winning entries went 
to Harold M. Hodgkins and Lloyd P. 
Shapleigh, students at the Rhode Island 
School of Design. Judging the youngsters’ 
work were Miss Martha Percilla, fashion 
director of the Jewelry Industry Council; 
Arthur Spear, president of the Sperry Mfg. 
Co., and Edgar Cambere of Trifari, Kruss- 
man & Fishel, Inc. 

The Machine Chain Manufacturers Asso- 
ciation plans to continue its program of 
encouraging student designers in their 
work throughout next year. Other schools 
are being contacted, and their work will 





Well-Advertised 'D-Day' Event 
Draws Crowds to Store Opening 


Durbin Credit Jewelers marked the for- 
mal opening of its newe store at 273 Yonge 
St. Toronto, Ont., with a_traffic-pulling 
“D-Day” promotion. 

The firm offered 10 door prizes, rang- 
ing from a television set to a pen and pen- 
cil set, along with a free door gift to every 
adult visitor. 

The “D-Day” event was promoted with 
heavy newspaper advertising which car- 
ried photos of the new store in contrast 
with one of the original store opened 35 
years ago. 























SOUTHERN 
JEWELRY SHOW 


Atlanta, Ga. 
FEB. 15-16-17-18, 1953 








For the 
RETAIL JEWELER 
AND GIFT STORE 

OF THE SOUTHEAST 


SOUTHERN JEWELRY TRAVELERS ASS'N 


75 3rd St., N. W. Atlanta, Ga. 
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Lengths of machine-made chain are em- | 


bedded in the clear plastic comb and brush 
set in this award-winning design. 








Among the prize-winning designs submitted 
was this spiral barrette—a fancy chain 
style mounted on twisted spring steel. 


be displayed as part of the association’s | 


1953 promotional activities. 





A wide variety of specials for the for- 
mal opening were tabbed “Durbin’s Open- 
ing Dandies.” 

The new Durbin store has an impressive 
front, featuring white lettering against a 
black background. The front makes ex- 
tensive use of glass, giving street traffic 
a good view of the interior. 

Showcases extend out along both sides 
of the recessed entrance, giving traffic the 
feeling of being in the store while still | 
standing in the entranceway. Interior spot 
lighting also is extended out into the en- 
trance area. 

The interior of the store is _ lighted 
mainly by recessed fluorescent which ex- 
tends across the store, creating the illu- 
sion of greater width. There is a single, 
wide traffic aisle, with show cases and wall 
shelf displays down both sides of the store. 





Pumphrey Sells Decatur Store 
Carl C. Pumphrey, 


Ind., announced recently 
store to Baber Jewelry, Inc., of Fort 
Wayne. Mr. Pumphrey is retiring from the 
retail business which he established in 
1914. 

The Baber store was founded in Fort 
Wayne 52 years ago and the present cor- 
poration was formed in 1945 by John Ha- 
becker, Herb Schmoe, Eugene Smith and 
Roger Baber. 

Herb Schmoe will be manager of the 
store, the second one owned by the cor- 
poration. 
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EMBLEMS 





No. 1721 Ring, No.714 Button 4th Degree K.of C. 


The Emblems on these K. of C. buttons 
and rings are carefully designed to meet 
exact fraternal requirements, and are 
made with backgrounds of polished 
enamel in correct colors. Furnished in 
either 10K or 14K white and yellow 
gold, they are of the usual heavy 
“GRAN” construction — with hand en- 
graved or chased finish. 


In these K. of C. Emblems there is no 
compromise with the well-known “fine 
finish” so truly representative of all 
Gran Emblem Jewelry, —the finish that 
gives it strong sales appeal and quick 
profitable turnover. 


GQIRAW 


AND COMPANY INCORPORATED 


Creators and Manufacturers of Fine Jewelry 


546 S. Meridian St. * Indianapolis 25, Ind. 

















jeweler of Decatur, | 
the sale of his | 





ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


jewelry—old 
Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our offer. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 


Silverware—Gold and plated 
costume jewelry. 














QUADRUPLE SILVER PLATING 








Silver repairing, cleaning, lacquering, comp 

storing service. Work ere Nationwide prompt 
service. Write for FREE booklet ewelers 82°’ 
price list. Know cost before you a Ask us = 
you ean have the finest silver plating service in your 
city—no investment, inventory or markdowns. 


D. L. BROMWELL, INC. 


America’s Oldest Silver Platers 








710 12th St., NW Washington 5, D.G 
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—GOLD 
—SILVER 
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> 
@ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, Illinois 
This is Our Only Location 


















“SECURITY 
MAINSPRINGS” 





“That’s what's 
heading my list 
this season. You 
know, they’re 
made from ac- 
tual cold rolled 
Swedish Steel.’ 


Newall Mfg. Co. 
CHICAGO 2, ILL. 














DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 




















ESTABLISHED 1811 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














Wilh, Case Fepaning 
Our work costs no more 
than ordinary work € 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 











PEARL RESTRINGING 
Cultured . . . Oriental . . . Imitation 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, All jobs guaranteed. 


B. FEINSTEIN 





31 N. State St.. Chicago 2, Mlinot« 
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q As this was written, Irving Jensen, co- 
manager of the Chicago office of Jacoby- 
Bender, was still in the hospital and, 
happily, the doctors say his chances tor 
recovery are very much better than they 
were this time last month. He still had 
not regained full consciousness. However, 
a radio has been put in his room and the 
reports are that he has had a definite 
reaction to this. All his friends in the 
trade are pulling for Irv and hope that 
his condition will continue to show steady 
‘improvement. 

q Charles Mundhenk, manufacturers’ rep- 
resentative located in the Heyworth Build- 


ing here, was at this writing still in 
Henrotin Hospital recuperating from a 


heart, kidney and liver condition. 

q Members of the trade were saddened to 
rote the passing of Michael Kloville, 66, 
mid-western sales manager of the Bulova 
Watch Co. for 25 years, on October 26 at 
his residence in the Belmont Hotel. Mr. 
Kloville was a 32nd degree Mason, a 
member of the Medinah Shrine and of the 
Standard Club. He is survived by his 
widow and a daughter. 

q.M. M. Shur of Van Schyndle, Inc., 36 
S. State St., left on a one-week to ten-day 
buying trip in Providence and New York. 
q At the annual meeting of the Chicago 
Manufacturing Jewelers Association heid 
in October, G. H. Matson of Matson’s, 
Inc., 55 E. Washington St., was re-elected 
president. Frank Milhening was elected 
vice president and George Tompkins was 
named secretary. 

q A. Braude of Emil Braude & Sons, 538 
S. Wabash Ave., attended the showing ot 
spring jewelry lines in Providence. The 
firm recently announced the appointment 
of a new representative for the State of 
Wisconsin. He is W. Don Olsen who will 
reside in Mauston, Wis. 

q Irving Seltz, who is in charge of the 
Chicago office of the Automatic Chain Co., 
29 E. Madison St., returned from a trip 
to Providence early in November and an- 
nounced that his firm’s new lines would be 
out in a couple of weeks. 

q Mr. and Mrs. Mitchell J. Dimand of 
Gaines & Gaines, Inc., 5 N. Wabash Ave., 
left recently for a buying trip in the 
Eastern spring market. They hope to re- 
turn with many new and unusual costume 
jewelry creations for which they are noted. 
They also planned to spend about ten days 
in Providence. 

q A. C. Wilson of Handy & Harman, Inc., 
‘eported that the firm’s Indianapolis show- 
ing of its film “Refining is an Exacting 
Business” on October 16 drew a wonder- 
ful response. A large number of promi- 
nent jewelers in the area attended. 

q The Illinois Watchmakers Association 
toured the Lathe Manufacturing Division 
of C. & E. Marshall Co., Tuesday night, 
October 21. C. & E. Marshall have ex- 
panded the facilities of the former Moseley 
Lathe Co. so that they are making not 








CHICAGO 


only the Mosley Lathe but also the Peer. 
less Lathe and a Ball Bearing Lathe, The 
tour was conducted by Jack Marshall, 

q The fall stag of the Golden Roosters 
was planned for Thursday night, Novem. 
ber 13, at the La Salle Hotel. An election 
of officers was scheduled with the new 
slate of officers as follows: Chanticleer, 
Robert Lieberman of Stein & Ellbogen 
Co., to succeed Vincent Newman; Keeper. 
of-the-Nestegg, Warren Hendriks of the 
Evans Case Co. (retaining his position) ; 
and new Scratcher, George Mason of 
McGreevy-Mason, manufacturers represen- 
tatives. Alvin Lauschke of Handy & Har. 
man was in charge of entertainment for 
the event. 

q The Jewelers Association of Greater 
Chicago held a closed meeting November 
5 at which their fall and Christmas adver- 
tising programs were discussed. 

q The October 16 meeting of the Chicago 
Jewelers Association, in accordance with 
established precedent, was dedicated to 
past presidents. As many of the past 
presidents as were able attended. They 
included: John T. Montgomery. Frank 
Milhening, H. Paul Juergens. A. C. Becken, 
Jr.. Howard D. Schaeffer, George Engel- 
hard, R. Schell Hulbert. Charles G. Brown, 
and Mead Montgomery. The group’s last 
luncheon of the vear was scheduled for 
November 20 at the Palmer House. 


Misuse of Word ‘Free’ in Ads 
May Invite Censure by FTC 


Jewelers and other retailers must be 
careful with respect to how they use the 
word “free” in their advertising. Other- 
wise, they may run foul of the Federal 
Trade Commission’s rules. In effect, the 
FTC rules that “a gift is a gift”—and 
must be just that. 

In two cases now on the way to settle- 
ment, charges of misuse of the word have 
been brought against mail order houses 
which have offered one or more “free” 
items to persons joining a club. But the 
same restrictions are seen as_ applying 
equally to all retailing. 

Under the FTC ruling, an offer cannot 
be called “free” unless it is actually a gift 
with no. strings attached—without con 
ditioning of any kind. This means that it 
would be improper under the ruling for a 
jewelry store to advertise a free set of 
cuff links or other item to attract custom 
ers if the offer is contingent upon pur- 
chase of other items or even a set dollar 
volume of buying. 
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Suggestions on How to Protect Sample Lines 
Outlined for Traveling Salesmen by CJA 


The Good and Welfare Committee of 
the Chicago Jewelers’ Association issued 
a notice concerning areas in Chicago in 
which jewelry salesmen should be especi- 
ally vigilant. Sergeant Kush, who is in 
charge of the Jewelry Detail for the Chi- 
cago police, listed the following sections 
as danger zones where jewelry salesmen 
should double their normal vigilance: 
Milwaukee Ave., from Division to Diversey ; 
Lincoln Ave.. in the neighborhood of Bel- 
mont; and Harlem Ave., from Chicago 
Ave. to Grand Ave., and especially in the 
neighborhood of the intersection with 
Grand Ave. 

Since the first of September there have 
been eight losses, six of which occurred 
in these zones, or immediately after the 
salesmen had worked in these zones. One 
of the other two losses occurred after the 
salesman had worked in these zones most 
of the preceding day. 

The Chicago Police Jewelry Detail re- 
quests that every jewelry salesman working 
Chicago look out for cars with no license 
plate on the front as this is a common 
practice of hoodlums when tailing another 
car. Salesmen were requested to report 
to J. T. Montgomery, of the Good and 
Welfare Committee, 109 N. Wabash Ave., 
any and all suspicious circumstances, The 
license number of a suspicious car, with 
a description of the car and its color, can 
be very important information for the de- 
tective squad. 

The following are some of the precau- 
tions suggested to be taken by every 
jewelry salesman: 

When calling on the trade by automo- 
bile. use your rear view mirror constantly, 
to be sure you are not being followed. 
If you suspect you are being followed, 
continue on to busv intersection, make a 
right turn. and park your car in the first 
aviilable space. so the suspected car will 
have to pass you and, thus, enable you to 
get a license number. 

Be on the alert for cars bearing out-of- 
state license plates, and cars not having 
a front plate. which may be following 
your car. 

If vou have to change a tire, lock all 
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MIDWEST SALESMAN 


Carry our complete line of Dia- 
monds. Watches and Jewelry. 
This is a real opportunity for 
aggressive mar who has success- 
fully traveled this territory. Many 
well established, active accounts 
available. Guaranteed salary and 
commission. Car available if re- 
quired. All replies strictly con- 
fidential. 


HART JEWELRY CO. 


27 E. Monroe St., Chicago 2, Ill. 
Phones: DEarborn 2-1417-1418 
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windows and doors first, before you unlock 
your trunk to get your spare tire—thieves 
are known to steal cases from the unlocked 
car, while the owner is busy removing his 
spare from the trunk. 

If you have two flat tires within a short 
period of an hour or so, be suspicious! 
It may be the work of thieves, puncturing 
your tires so you will be without a spare, 
forcing you to leave your car unattended 
while you seek help. 

If you find your car suddenly develop- 
ing motor trouble and stalling, after leaving 
a customer, do not leave your car to seek 
aid, as it may be the work of thieves who 
have poured water into your gas in the 
hope that you will leave the car unat- 
tended. A lock cap for gas intake is 
desirable. 

Avoid parking lots whenever possible. 

When parking near an intersection with 
an officer on duty, notify him of your 
presence, so that he may watch your car. 

When possible, leave your line with a 
friendly jeweler while having lunch. 

When taking your line into your office 
or home after work, do not leave your car 
unattended. 

Do not keep your line at home if at all 
possible to avoid it. 

If you must keep your line at home over 
night, notify your local Police Station 
when vou are going to leave in the morn- 
ing, so that they may patrol the vicinity. 

Eternal vigilance is the price of security 
—especially for jewelry salesmen. 


Flected to 
Board of 
Directors 
of Gruen 
Watch Co. 


CARL W. 
BIESER 





Carl W. Bieser, vice president in charge 
of manufacturing of The Gruen National 
Watch Case Co., has been elected a mem- 
ber of the board of directors of The Gruen 
Watch Co., filling the vacancy created by 
the death of George J. Gruen, former chair- 
man of the board. 

Mr. Bieser has been associated with the 
case manufacturing subsidiary of the Gruen 
firm for 39 years. Under his direction, 
case production facilities have been greatly 
expanded by the establishment in 1949 of 
manufacturing operation in the new Gruen 
plant in Norwood, Ohio. 


Frenzke Opens Jewelry Service 


A new jewelry service was opened No- 
vember 1 by Hugo E. Frenzke at 4912 
Bergenline Ave., West New York, N. J. 
He will specialize mainly in designing, 
model making and general repairs. 
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Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the year 
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RESILIENT STAINLESS STEEL 
CLASP-ON 
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ak i (DocLBtie WATCH BAND FOR MEN 


a Des. Por. e Hygienic ¢ perspiration proof 


143,816 me Non-corrosiveenon-magnetic 
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most comfortable to wear 
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Order through your wholesaler 


29 E. MADISON ST. 
CHICAGO 2, ILL. 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CoO. 
CINCINNATI ‘ DALLAS 

















We SPECIALIZE... 


in special order work. Sood us your 
specifications. W. Dl submit - design 
without obligation. 





SCHUMER BROTHERS CO. 
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DIAMOND-CUTTING 
EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnals, Ohio 
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with FAITH and Loyalty 


Exclusive Local Franchise 
WRITE TODAY for Complete Defalls 
& SONS 


INC. 
CINCINNATI 2, OHIO 


FAITRFULLY SERVING THE RETAIL JEWELER SINCE 18°78 


A.G.SCHWA 


29 east Sixth Street 





You Can Buy With Confidence From 


The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationa!lly-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1953 Catalogue 
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q Every wholesaler and manufacturer in 
this city was enjoying an unusually large 
volume of business during November, to 
indicate that this year’s holiday sales may 
establish an all-time record. Following an 
annual custom, most of the salesrooms and 
plants were remaining open evenings and 
Sundays for the accommodation of retailers 
requiring immediate stock replenishments, 
and this situation is expected to continue 
until Christmas eve. Many firms will 
maintain open house for customers and 
friends on the day before Christmas. 

q The annual sales meeting of the Miller 
Brothers Watch Strap Manufacturing Co. 
was held on November 21-24 in the Terrace 
Plaza Hotel here, for the first showing of 
spring lines and also new lines of men’s 
leather belts and hand-turned  billfelds, 
which will be sold exclusively through 
retail jewelry outlets. While here, the sales- 
men inspected the company plant at 817 
Main St. Irvin, youngest of the three 
Miller brothers and _ assistant superin- 
tendent of production, entered the armed 
forces on November 1. Both of his brothers 
served during the last World War. 

¢ Among those making pre-holiday trips 
were Robert Faigle and A. F. Gebhardt 
of Faigle Brothers, manufacturers, 530 
Walnut St.: I. B. Goodman, manufacturer, 
205 W. Fourth St.; Jack Roll, M & S 


Jewelry Manufacturers, 534 Vine St.; John 








M. Herschede Succeeds Father 
As Head of Cincinnati Firm 


Mark P. Herschede has been elected 
president of the Frank Herschede Co., 
Cincinnati retail jewelers, to succeed his 
father, Lawrence B. Herschede, who _ be- 
comes chairman of the board. The younger 
Mr. Herschede, who formerly was secre- 
tary-treasurer, continues as treasurer also. 


MARK P. 
HERSCHEDE 


Named President 
ot Frank 
Herschede Co.., 
Cincinati, O. 





Philip D. Newell is now secretary and 
continues as comptroller; William J. 
Toensmeyer, manager of the diamond de- 
partment, was named vice president, and 
Mrs. Amelia K. Herschede, head of the 
china and crystal department, was elected 
to the board of directors. 

Announcement of the changes was made 
November 3 at the 75th anniversary dinner 
of the firm’s 50 employees in the Hotel 
Sheraton-Gibson. 

















CINCINNATI 


Schira of Schira Brothers, manufacturers, 
930 Walnut St.; Victor Youkilis and Victor 
Kaufman of the Victor Corp., Enquirer 
Building; Joseph Faigle, Jr., of Joseph 
Faigle & Sons, manufacturers, 2219 Quebec 
Road, and Robert E. Goebel, wholesaler, 
Provident Bank Building. 


q Harold Armacost of the jewelry depart- 
ment of the Gerwe Brown Co., wholesalers, 
817 Main St., had an unusual experience 
early in November. A son, Jack, returned 
to civilian life after serving in Korea 
where he was wounded, and another son, 
Robert, of the Gerwe Brown shipping de- 
partment, was inducted into service. 

q After 27 years at 128 E. Sixth St., the 
Cas-Ker Co., jewelers’ supplies, has moved 
to attractive new quarters at 229 E. Sixth 
St., where it is occupying 2,500 square 
feet, or twice the floor space in the former 
location. W. R. Whitaker is president, and 
J. R. Cassidy is secretary-treasurer of the 
firm. 

q New catalogs were issued recently by 
the Victor Corp., showing their line of 
diamond cluster rings, and by George W. 
Schwab, manufacturer, 534 Vine St., show- 
ing more than 500 of the mountings in 
which he specializes. 

q Walter J. Herschede, president of the 
Herschede Hall Clock Co., and his wife, 
enjoyed an early November motor vacation 
in the South, ending with a 10-day period 
at the Beaumont Inn, near historic Har- 
rodsburg, Ky. 

q Frank T. Garrett, local retailer, was 
installed as president of the Thomas H. 
Morrow Chapter, 37th Division Veterans 
Association. He is active in numerous 
veterans organizations. 

q Interior of the Motch retail store in 
suburban Covington, Ky., is being re- 
modeled and redecorated and the office 
has been moved to the rear to provide dis- 
play space for a new china department. 
¢ A window-smashing jewelry thief robbed 
three local retail stores during October, 
obtaining merchandise valued at several 
thousand dollars. 

4 Jerome Bihl of Bihl Brothers, jewelers 
located in suburban Newport, Ky., enjoyed 
an early November vacation in the Smoky 
Mountains. 

4 Hobart A. Wehking, retailer at 914 Main 
St., was re-elected a Hamilton County Com- 
missioner on November 4 for his fourth 
term of four years. 

q Benjamin S. Katz, president of the 
Gruen Watch Co., and his wife, were vaca- 
tioning at the Royal Hawaiian Hotel in 
Honolulu. 

4 Victor Hagen, for many years a retail 
jewelry salesman in this city, is now with 
the Carroll Seghers store in Coral Gables, 
Fla. 

4 Maury Gerwe of the Gerwe Brown (o. 
wholesalers, enjoyed a very successful duck 
hunting trip in the Lake Erie area. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











| Pittsburgh News | 


4 Edward Wolf of the firm of b. Harton, 
jewelers of McKees Rocks, Pa., was a 
sponsor of a special convocation at the 
George School. The theme of the convoca- 
tion was “Education in a Drifting World.” 
q Each (Stallion) football player who 
made a touchdown during a home game 
was awarded a $2.50 watch repair cer- 
tificate by the Jewelry & Gift Shop at 
7138 Broadway, McKees Rocks, Pa. 

q A fine response was reported by H. 
Funcke, jeweler in the Empire Building, 
to the mailing of once-a-year reminders to 
customers to have their watches checked. 
A useful calendar was included in the 
mailing piece which also reminded the 
customer of the length of time that elapsed 
since he last had his watch in for repairs. 
qS. Green, jeweler at 121 Oakland Ave., 
reports that most of his clientele is com- 
posed of university students and people 
stationed at hospitals in the immediate 
vicinity. 

q After careful experimentation, Gordon 
L. Uhl, Dormont jeweler at 1410 Potomac 
Ave., has found two-column advertisements 
in community newspapers were far more 
effective than either one-column ads _ or 
any available spot commercials on radio. 
q Kreusler H. Gestrick, jeweler at 4726 
Liberty Ave., uses newspaper advertising, 
letters and direct mail to promote sales. 
q Buhl Jewelery Co., jewelers at 204 Fifth 
Ave., report a number of patrons, finding 
downtown parking difficult after 9 A.M., 
have solved their parking problems by 
leaving their cars out Fifth Ave., or out 
Forbes St. and taking a trolley the five 
short blocks into town. 

q Norman Wallace, sales manager of 
Rogers Jewelers, 812 Liberty Ave., an- 
nounced recently that the firm has en- 
larged its costume jewelry department. 

q Braun’s Jewelers at 710 Braddock Ave., 
Braddock, Pa., are celebrating their 30th 
anniversary. 

q Herman Hollander, counsel for the Re- 
tail Jewelers Association of Western Penn- 
sylvania, has protested to the Pittsburgh 
Better Traffic Committee’s subcommittee 
on engineering about a proposed ban by 
the City of Pittsburgh on downtown street 
parking for 60 days from November 25. 
Hollander said 60 per cent of a jeweler’s 
business is done in the last three months 
of the year and wants the ban postponed 
until after the first of the year. The pro- 
posed ban was also opposed by Ralph 
De Roy, president of Joseph De Roy & 
Sons, who stated that 30 per cent of his 
patrons use their automobiles when shop- 
ping. 

q Three special Sunday newspaper supple- 
ments, entirely devoted to the retail jewel- 
ers, have been scheduled to appear in the 
Pittsburgh Press to highlight the Greater 
Pittsburgh “Know Your Jeweler” cam- 
paign. The supplements were scheduled 
for November 9, November 30, and De- 
cember 14, 

q Harry M. Lasday, jeweler at 700 Brad- 
dock Ave., Braddock, Pa., and his wife, 
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returned recently from a trip to Minnesota. 


q Ralph L. De Roy, president of Joseph 
De Roy & Sons, Inc., jewelers at 311 Smith- 
field St., has been appointed chairman of 
the jewelers’ division of the Community 
Fund in Pittsburgh. 

q Mr. and Mrs. Louis Corbin of Samuel 
Weinhaus Co., wholesale jewelers at 808 
Liberty Ave., returned recently from a 
vacation at Virginia Beach. 

q Omer R. Noe, Eastwood jeweler at 2810 
Robinson Blvd., increased store traffic con- 
siderably by permitting school children to 
decorate the outside of his display window 
at Halloween. Working after school, it 
took the children two days to complete 
the water color sketch. Many friends and 
parents of the children who did the sketch 
stopped by Noe’s to see the artistry. 

q An increased demand for scarab brace- 
lets has been noted by D. Bachner, jeweler 
in the Clark Building. 


q Leon Carroll, manager of Buhl Jewelry 
Co., reports that in an effort to solve the 
parking problems of his patrons he sug- 
gested that they use the parking lot of 
their preference and allow him to pay the 
parking fee. But, many patrons who took 
advantage of his offer could not find a 
parking lot sufficiently close to the store 
to make the suggestion feasible. 

q Leonard D. Helfer of Helfer’s, Inc., 715 
Liberty Ave., has been thinking for some 
time about doing a series of articles on 
different jewelry items in order to arouse 
customer interest in his store. Plans for 
distribution of the series have not been 
completed. 

q The new “turtle-neck” necklaces, a com- 
bination of the choker and the bib, are 
being advertised here as sure sellers style- 
wise in fall jewelry. “Formal and elegant 


rhinestone necklaces, many with pendants 


in pear shape and marquise with matching 
‘drop’ earrings will hold the limelight,” 
one report stated. It continued: “Bracelets 
are also an important style to follow. 
Three-quarter length sleeves mean more 
interest at the wrist, with groups of bangles 
or charm bracelets and a large single cuff 
bracelet.” 

q The Morris Braun store at 710 Braddock 
Ave., Braddock, Pa., has a large credit 
operation and handles quite a sizable mill- 
employee clientele. 


q Nicholas Buntich, watchmaker at 524 
Federal St., N.S., secured his present loca- 
tion when a friend whom he had known 
for 19 years conversationally reported he 
planned to leave the location. 


q William J. Brosnan, 606 North Home- 
wood Ave., has been on the avenue for 
26 years and is now in a new store. 

q.S. Malis. jeweler at 730 Broadway, West 
Park, has changed the store front, installed 
larger windows, and recently has been ex- 
perimenting with all types of advertising 
promotions. 





Sherman Joins Benedicts’ Ranks 


Congratulations are in order for Fred S. 
Sherman of the Sherman Diamond Co., 
Clifton, Ariz., who was married October 
22 to Miss Ines Dimaio in Phoenix. 








PROMPT SERVICE 
MAXIMUM RETURNS 


REFINERS 
SMELTERS 
ASSAYERS 


5 —. THIRD STREET 


WE REFINE FILINGS - SWEEPINGS 
OLD GOLD«SILVER AND PLATINUM 


WE SELL FINE GOLD « PLATINUM 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute Ali Nationally 
Known Lines of Jewelry and Clocks. . 


THE D. JACOBS SONS CO. 


WHOLESALE JEWBLERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















530 WALNUT ST. 





SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 


CINCINNATI, O. 
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. FREE! CATALOG 
aa = Money-Maker For You! 
tame Write today for our latest 
f 32 page illustrated catalog 
of the fastest selling Re- 
ligious Jewelry and Novelty 
line ever of.ered. No com- 
petition. Amazingly low 
prices. Tremendous profits. 
Don’t miss this opportunity. 
Write today. 
STEPHEN PRODUCTS CO. 

1947 Bwy, Dept. K10, N.Y. 23 

















Diamonds 
direct from Antwerp 
double 


the jewelers 


margin of profit 


WRITE AMMAR POR PRICE LST 


JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Beigives 
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e- importers of 

+ ENGLISH CHINA 
and 

EARTHENWARE 


Stock and Import 


5) dalle & CoO., INC. 
49 Fifth Ave. New Yerk 10, N. Y 
AL. 4-0104 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 











EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Irenstene Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 














CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO.., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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CULTURED PEARLS 


lilustrated brochure on request for complete 
line of pearl jewelry. 


EMPRESS PEARL SYNDICATE 
PR cs U. 8. Patent Office) 
m porters——M frs.—Distributors 
315 W. Ste St. Los Angeles 13 











Send today for your FREE copy of New 
issue of "“GEMOGRAM.” A booklet which 
will aid you in selling and merchandising 


fine colored stones. 
FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 


220 W. Sth St. Los Angeles 13, Calif. 
MUtual 1872 














CULTURED PEARLS 


PRICE LIST ON REQUEST 


TOYO PEARL CO. 


PERMANENT FIRM BUYER IN JAPAN 
542 $. BROADWAY, LOS ANGELES 13, CAL. 
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Chatham Emeralds 
REG. U. S. PAT. OFF. , 
The ONLY MAN-MADE EMERALDS 
AVAILABLE IN THE WORLD 
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q Writing from Geneva, Switzerland, Rob- 
ert Anstead, who for a number of years 
operated a jewelry store in Beverly Hills, 
Calif., stated: “The international exhibi- 
tion of watches, jewels and trade mechani- 
cal instruments here is the finest I have 
ever seen and I have attended several of 
these fairs. Persons in our industry tell 
me this particular fair is the best one in 
the 75 years these exhibitions have been 
held.” 

q Lorne Stone, vice president of the Kirk 
Dial Corp., returned the latter part of 
September from an extended business trip. 
His itinerary included visits to the firm’s 
offices in Chicago, Kansas City, Denver, 
Seattle, San Francisco, Oakland and Van- 
couver, B. C. Other recent happenings at 
the firm include the appointment of 
Charles F. Murtey as manager of the com- 
pany’s Oakland branch. He has long been 
associated with the firm’s San Francisco 
office. 








Palomar Co. Changes Quarters 
In Metropolitan Building 


Concurrent with relocation of fourth 
floor urms in the Metropolitan Building, 
Los Angeles, Calif., the Palomar Co, has 
moved its offices from the eighth to the 
ninth floor, gaining twice its former dis. 
play space and securing increased and 
more efficiently-arranged stock space, 

The firm is owned by Louis and Harold 
Weisbrod and was begun by Lou Weis. 
brod in 1942 as a watch repair shop for 
the trade. When his brother, Harold, 
came out of military service in 1945 minus 
several fingers, and so unable to retum 
to bench work, the two men scraped up 
$14,000 in capital and entered the whole- 
sale business. Among other things, they 
knew watches, and while they stocked 
jewelry lines, they also imported and as- 
sembled Swiss watches bearing the Palo- 
mar name. 

In their new and completely air-con- 
ditioned quarters on the ninth floor they 
have secured a smart wall case treatment 
by using combed plywood walls in an at- 
tractive green as background for the blond 
wood of the cases. 





Spring Jewelry Lines of 114 Companies 
Are Exhibited at Showing in Providence 


A two-and-a-half-week showing of spring 
jewelry lines was opened in Providence, 
Sunday, November 9, under the sponsor- 
ship of the Manufacturing Jewelers Sales 
Associates. 

On three floors of the Sheraton-Biltmore 
Hotel, lines of 114 companies were shown 
in 70 rooms. Exhibitors, largely costume 
jewelry manufacturers, but including some 
sold filled houses, were from the Provi- 
dence-Attleboro area. 

The only evidence of the affair in the 
hotel lobby was a large banner bidding 
visiting buyers “welcome” and a desk at 
which a receptionist was constantly in at- 
tendance to register the buyers and present 
them with a directory of the exhibitors 
and their room designations. 

During the opening week, visiting buyers 
—many who had not previously been on 
buying trips to Providence—numbered over 
50 a day, and it was the Armistice Day 
holiday week. 

The showing is staged with the intention 
of getting an idea of the portions of the 
manufacturers’ lines that will be in best 
demand for spring. 

Exhibitors reported a good volume of 
sales, considerable of which was sample 
buying. The orders will be used imme- 
diately upon the close of fall production 
schedules to keep the wheels of the fac- 
tories running. They also are indicators 
of the items that are likely to move well 
in the months ahead. Manufacturing of 
these items for inventory is being planned 
by many of the factories represented, there- 
by serving to ease the valley in the pro- 
duction chart that usually develops after 
the Christmas orders have been filled. 

The show is being conducted on a high 





plane. There is no solicitation of buyers 
in the lobby. The buyer, after looking over 
the directory, makes his own appointments 
or solicits the aid of Joe Lancor. 

Rooms were stripped of their usual fur- 
nishings to make room for attractive table 
displays, etc. A Pinkerton man was on 
duty at all times. 

The Manufacturing Jewelers Sales Asso- 
ciates, the sponsoring group, is a new 
organization. Its purpose is to promote 
the sale of jewelry made in the Providence- 
Attleboro area, and to help bring stability 
to the industry through the medium of 
two such shows a year which it is hoped 
will eliminate some of the valleys that 
have previously developed between the 
peak seasons. 


—_———— —-—_  — 


JIC Release Covers Met Opening 
(From page 145) 
Britain’s Permanent Representative to the 
United Nations, looked like a preview of 
England’s forthcoming Coronation when 
she arrived wearing a courtly gown of pale 
gray-green silk jersey . .. diamond jewelry 
and an Empire diamond tiara. 


“Miss Margaret Truman, who received 
a round of applause when she _ entered, 


chose a pink chiffon gown with camisole 
top and a full skirt which fell to the new 
ten-inches-from-the-floor length. She wore 
a diamond pendant necklace and earrings 
and her wrap was of white fox, a fur which 
seemed among the most popular at the 
opening. 

“Mr. and Mrs. Cornelius Vanderbilt 
Whitney were also among the famed who 
heard the superb first-night performance 
of Verdi’s La Forza Del Destino.” 
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January, 1953 


8.16—74th Pittsburgh Glass & Pottery 
Exhibit, Hotel William Penn, Pittsburgh, 
Pa. 

8-16—Keystone China & Glass Show, 
Hotel Fort Pitt, Pittsburgh, Pa. 

10—Chicago Jewelers Association, An- 
nual Banquet, Conrad Hilton Hotel 
(formerly The Stevens), Chicago, Ill. 

11-16—New York Lamp Show, Hotel 
New Yorker, New York. 

18-21—-Southeastern China, Glass and 
Gift Show, Atlanta Municipal Auditorium, 
Atlanta, Ga. 

18-23—36th California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels and individual showrooms, 
Los Angeles, Calif. 

24—Twenty-Four Karat Club of the 
City of New York, Annual Banquet, Wal- 
dorf-Astoria Hotel, New York. 

25-28-—-Washington Gift Show, 
Willard, Washington, D. C. 

25-29—-Mid-Winter Market Week Show, 
Parker House, Boston, Mass. 


Hotel 


February 

1-4—China, Glass, Gift, Stationery, Toy, 
Jewelry and Housewares Show, Civic Audi- 
torium, Palace, St. Francis, and Sir Francis 
Drake Hotels, San Francisco, Calif. 

1-1l1—Registered California Gift and 
Dinnerware Show, Hotel Morrison, Chi- 
cago, Ill. 

2-13—Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, III. 

8-10—Pacific Northwest Jewelers 
vention, Seattle, Wash. 

8-11—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

15-16—-Texas Retail Jewelers Associa- 
tion, Annual Convention, Adolphus Hotel, 
Dallas, Texas. 

15-18—Pacific Northwest Show, Olympic 
and New Washington Hotels and Terminal 
Sales Building, Seattle, Wash. 

15-18—Southern Jewelry Show, Peach- 
tree-on-Peachtree. Ansley and Piedmont 
Hotels, Atlanta, Ga. 

15-18—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

15-19--Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

21—New England Manufacturing Jewel- 
ers’ & Silversmiths Association, 50th An- 
nual Banquet, Hotel Statler, Boston, Mass. 

22-25- -Portland Gift Show, Public Au- 
ditorium, the Plaza and Benson Hotels, 
Portland, Ore. 

22.27 ‘Registered California Gift and 
Dinnerware Show, Hotel Vanderbilt, New 
York, N. Y. 

23-27—-New York Gift Show, Hotels 
Statler and New Yorker, New York. 


Con- 


FOR DECEMBER, 195° 














25-27—Mid-South Gift 
Show, Hotel Peabody, Memphis, Tenn. 


March 


and Jewelry | 


| 


| 


l—Illinois Retail Jewelers Association, | 


Annual Convention, Hotel Abraham Lin- 
coln, Springfield, Ill. 


1-4—-Denver Gift and Jewelry Show, Ho- | 


tel Albany, Denver, Colo. 

1-5—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

2-5—California Retail Jewelers Associa- 
tion, 20th Annual Convention, Palace Ho- 
tel, San Francisco, Calif. 

8-11—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

9-13-——Boston Gift Show, Statler Hotel. 
Boston, Mass. 

22-25—Philadelphia Gift Show. Hotel 
Benjamin Franklin, Philadelphia, Pa. 


April 
8—Massachusetts and Rhode Island Re- 
tail Jewelers Association, Annual Conven- 
tion, Parker House, Boston, Mass. 
19-22—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 


May 

3-5—New York State Retail 
Association, 44th Annual 
Utica, N. Y. 

3-5—Virginia-North Carolina Retail 
Jewelers joint convention, Hotel Natural 
Bridge, Natural Bridge, Va. 

17-23—-New York Stationery Show, Ho- 
tel New Yorker, New York. 


July 


26-30—National Jewelers Associa- 





tion, Annual Convention and National | 


Jewelry Fair, Conrad Hilton Hotel 


| 


Jewelers | 
Convention, | 


(formerly The Stevens), Chicago, Ill. 


August 
9-13—American National Retail 
Jewelers Association, Annual Conven- 


tion and Trade Show, Waldorf-Astoria | 


Hotel, New York. 





Students at Bulova School 
Appear on Television Show 





Televiewers watching the “Everywhere | Go" 
show over WCBS-TV recently were given an 
insight inte activities at the Joseph Bulova 
School of Watchmaking. Listeners heard 
about the school's comprehensive program 
when students Fred Davideit (left) and Jim 
Bennett (center) were interviewed by Dan 
Seymour. 
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Cotten Filled 
Satin Lined 


Set-up and Folding Boxes 
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DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York 
Merchandise Mart, Chicago 
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New Swiss Watch Calibers 


Ss HOWN here are the newest watch calibers (movements) supplementing 
those in Part One of the Official Catalogue of Swiss Watch Repair Parts. The page 
number appearing in the upper right hand corner of each box is a guide to the page 
in the catalogue where similar size calibers are shown. 

_ It is recommended that this and the November issues of JC-K be retained in your 
library for future reference. The first ten of these new movements were shown in the 


November issue of JC-K. 


' Movements appearing in Part One of the Catalogue are those of the Ebauches 
actories. 
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TO MAKE GREATER 





WATCH-REPAIR PROFITS 





MAKE YOUR 
DOWN PAYMENT 
FROM YOUR 
HOLIDAY PROFITS 


LET THE WATCHMASTER 
MEET YOUR MONTHLY 
PAYMENTS OUT OF THE 
EXTRA PROFIT IT CAN 
EARN. 


BETTER 
BUY THE BEST 


QUICKER, EASIER 


I realize that thousands of other watch- 
makers are doing their work faster and 
better with a WatchMaster and that their 
use of the machine is attracting more 
customers to them. [That means Oreater 
prolits - quicker, easier. 





Therelore, | resolve to do the same and 
as the first step, Il mail the coupon be- 
low, ... yes, today. 





American Time Products, Inc. 
580 Fifth Avenue 
New York 36, N. Y. 


Please arrange for me to have a WatchMaster 
demonstration. No obligation, of course. 


Name i a 
Address—  eeseses—“‘“<‘<‘ir™ssiCS 


City State__ 
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Would this be handled 
about the same as cleaning a fine French clock? Or is 
there anything special to do in cleaning a chronometer ? 
(Question No. 6203) A. H. 

Answer—tThere is one special precaution to observe 
in taking a chronometer apart for cleaning and many fine 
chronometers have been damaged by not observing it. 
That is, to let down all the power before unfastening the 
balance cock. If this is not done, the detent that provides 
locking of the escape wheel is apt to be thrown out of 
position, allowing the escape wheel to run rapidly, se 
that its teeth collide with the locking jewel, which may 
bend and ruin all the teeth, and usually causes other 
damage too. Outside of the above precaution, we think 
there should be nothing about cleaning a chronometer 
that a really skilled watchmaker need hesitate to do. 


| Pyprennwes CHRONOMETER — We _ have a_= ship 
chronometer for repairs. 


AGNETIZED TOOLS—What should I do about 

magnetized tools on my watchmakers’ bench, in- 
cluding massive things of iron or steel, like bench vise, 
engraving block, etc. (Question No. 6204) L. B. K. 


Amswer—In the typical case the watchmaker has 
worked along year after year, then happens to discover 
that small tools like tweezers show magnetism when 
tested by the small compass used for watches; then it 
occurs to the watchmaker to extend the testing to one 
thing after another and discovers that even his lathe, 
staking tools, bench vise and other heavy tools are 
magnetized and he feels greatly alarmed at the discovery. 


We always advise that there is nothing to worry about 
because the magnetism was always there, and always 
will be. It is in negligible amount or degree of magnetic 
force, so that it cannot magnetize steel parts of watches, 
hence has no effect on them. Large masses of iron, like in 
a lathe, a bench-vise, etc., tend to localize magnetism 
of the earth’s own bipolar magnetic currents, and may 
deflect the needle of a small compass. They do not have 
anything like enough flux or force to affect watches that 


166 


WORKSHOP 
QUESTIONS 
AND 

ANSWERS 





HOW SHALL ated 











may be placed near them. Nothing need be done about 
them; nothing can be done about it. 

As to small steel hand-tools, this also may safely be 
ignored, unless the tool (tweezers, for example) is so 
highly magnetized, that it would attract and hold or 
pick up a light steel object, like a watch jewel screw, for 
example. In that case, putting the tool through your 
watch demagnetizer is the solution of the problem. When 
demagnetizing the tweezers, be sure that the points are 
held firmly together as otherwise the effect would be 
that of a horseshoe magnet, one point positive and the 
other negative. 


ANDEM DRIVE—What is meant by a tandem-drive 
in a clock? (Question No. 6205) T. M. 
Answer—A tandem-driven clock is one in which a 
single mainspring and barrel, or other power-plant, drives 
both the running and the striking trains of the clock. 
The advantage is less parts to manufacture and one 
instead of two mainsprings to wind. But to what extent 
this simplification may be offset by the disadvantage of 
using the excessively strong mainspring, is a matter of 
opinion. 


a omnes. WATCH — Kindly advise us whether 
watches made by Robert Roskell of Liverpool, 
England, have any undue value as collection pieces or 
objects of art; the one we have is in an elaborately 
jewelled case, double-back, and is believed to have been 
made about 1840. (Question No. 6206) I. R. S. 


Answer—We will say that this piece might be desir- 
able to a collector who goes in for unusual cases; but a 
movement, considered itself, is not rare at all by reason 
of having been made by Robert Roskell, who made so 
many watches (many of them for export to America) 
that there are too many of them in existence to be rare 
and valuable. There is, however, a possibility that for 
this particular movement, Roskell might have given it 
considerable special work, if the case is of unusual 
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Ever since the last war started —and 

we were chosen by Uncle Sam to make fuzes— 
we’ve been doing our best to keep on top 

of the flattering demand for Westclox. 


Now the government has called 
on us once again to make fuzes. 


The timing devices we’ll produce for the 
Armed Forces will be as near perfect 

as Westclox craftsmen can make them—even 
though the timing of this defense order may 
not be too healthy for your Westclox 

sales picture. But we know you wouldn’t 
have us do anything else. 


We’ll still be making clocks, of course. But 
not as many as you'll want or as we'd like. 


America will have clocks—just not as 
many Westclox as all our friends would like! 


In light of our long years of valued 
association, we hope that you will understand 
and that we may continue to enjoy your 
encouragement and support in this 

most difficult situation. 





WESTCLOX 
a) 
Time 





WESTCLOX, La Salle-Peru, Illinois « In Canada: Western Clock Co., Ltd., Peterborough, Ontario 
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quality and value, which would modify the rule that 
Roskell movements are not rare; most of them were made 
of good commercial quality, but not exceptional in work- 
manship. We could judge the entire matter of value 
better if you would send us either a full technical 
description of movement and case or a set of clear photo- 
graphs showing details of both; or, for the usual fee 
of $3, we would examine the watch itself, if you prefer 
to send it on to us for this purpose. 


INDOW FOGGING—Can we do anything at all 
about store show-windows becoming sweated, on the 
inside, in cold weather? (Question No. 6207) W. S. 


A nswer—Your problem of preventing the formation 
of condensed moisture on your display windows, may be 
solved in either of two ways: by applying a coating to 
the glass, or by a constructional change in your windows. 

Rubbing the glass with a rag or chamois skin wetted 
with glycerine or a mixture of glycerine and alcoho! 
on the inside of the window will prevent the “sweating” 
of the glass from condensed moisture. The most satis- 
factory way to solve the problem, however, is by having 
the windows closed off from the store room, so that the 
air of the latter does not come into contact with the inside 
of the glass of the show-windows. This is, of course, a 
matter for a builder or architect to plan and estimate 
costs of; how to do it would depend upon the construc- 
tion of your windows as at present, which varies too 
greatly in different buildings, to make any general advice 
helpful. 


YANIDE SOLUTION—Guess you're tired answering 
this one so often, but again I heard two good work- 
men disputing on it, so I’d like to know the correct in- 


gredients for cyanide solution for removing tarnish, in 
cleaning watches. (Question No. 6208) R. F. A. 


Answer—We will say that the average or basic 
strength usually followed for this solution is made by 
dissolving 1 ounce of cyanide in 1 quart of water, o: 
multiples thereof. This can be varied; stronger for work 
that is very badly tarnished and vice versa. 


ILLGRAINING—Recently I bought a set of tools 

for making the little lines of round beads on plati- 

num settings for diamonds. I returned them as defective, 
but the other set gives me the same trouble as the beads 
do not come out even. What is the special trick in using 


these tools to do jobs like we get from the factory? 
(Question No. 6209) P. H. S. 


Answer—This is not to be considered a matter of 
using any special “trick,” but is like in any other mechan- 
ical skill that has to be mastered by practice. The mill- 
graining tool is applied to the cut metal ridge and rolled 
along it, so as not to press full beads at first, but merely 
shallow dents, clear along the ridge. Gradually increase 
the pressure as the work progresses, until the full beads 
are produced. The indentations first made will guide 
the tool afterward, and will avoid any “creeping” effect 
that would make less than a full bead at the end of the 
series. One must develop a sense of “feel’’ or touch, by 
watchfulness during the entire job as it is being done, 
to avoid undue forcing of the tool. 
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| Peron MARBLE—Please give me the formula for 
something that will clean the marble in French clock 
cases when it is discolored and dirty. (Question No. 6210) 
F. M. 

Answer—A formula that is much used in the marble 
trade is as follows: Sodium carbonate, 2 ounces; chlor. 
inated lime, 1 ounce; water, 14 ounces. Mix these ingredi- 
ents thoroughly and with a brush or piece of cloth, 
spread the mixture freely over the marble and allow it to 
stand for a few minutes. Then rub the work with a piece 
of dry, clean linen or cotton until the marble is dry. You 
will see then that all or most of the discoloration has 
disappeared. If the marble is not satisfactorily cleaned, 
repeat the operation and in some cases this may have to 
be done several times. 

The above is suitable in cases where the marble has 
been discolored by ordinary handling and use. There are, 
of course, other causes of stain, special cases in which 
other treatment is advisable. There are too many of 
these cases to advise treatment for them all in a general 
statement but if you could tell us what besides ordinary 
use might have caused stains on marble, we could advise 
appropriate treatment in such cases. 


WISS TERMS—Please tell me the meanings of the 

following words, which I have seen on Swiss watches: 
Cuivre, Pierres, Argent, Echappement Ancre. Brevete, 
Argentan, Spiral Breguet. (Question No. 6211) P. B. 

Answer — “Cuivre” means non-precious metal: 
‘“yierres” means jewels; “argent” means silver; “echappe- 
ment ancre” means lever escapement; “brevete” means 
patented; “argentan” means imilation silver; “spiral 


Breguet’ means overcoiled hairspring. 
z ro) 


EMENTING MARBLE—What cement would you sug- 
gest for repairing a marble clock case that has come 
apart at some of the joints. (Question No. 6212) F. L. 





A nswer—This cement should be made of plaster-of- 
paris, mixed with enough water to make a rather thick 
paste. Clean the old cement off of the pieces, apply 
fresh cement and then bind the parts together tightly 
with hard twine or soft iron binding-wire. Let the job 
stand for about 24 hours. for the cement to harden. It 
helps to strengthen the work if, at any angles formed by 
parts, inside the case, you will apply surplus cement to 
fill in the angular spaces. This will “brace” the joints. 


HIME TONE—How can IJ cure a fault in the tone of 

tubular chimes, which is a nasty “zinging” sound 
on one of the tubes of a Westminster chime hall clock? 
This happens only once in a while. (Question No. 6213) 
E. M. C. 

Answer—lf you examine the action of the hammer 
on this tube you will no doubt see that after its blow 1s 
struck, the hammer-head comes to rest so close to the 
tube that any outside influence, like some one stepping 
heavily near the clock, or anything that may impart a 
slight motion to the tube, may carry it slightly against 
the hammer while the tube is still vibrating. The remedy 
is to pull the hammer-cord a trifle through its fastening 
to shorten it slightly, or to bend the spring of the 
hammer slightly away from the tube; which will allow 
the hammer head, at rest, to stand a little farther away 
from the tube. 
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3 smart moves toward better business... 


— (1) A modern 
e Pittsburgh Store Front 
r ... colorful and attractive 


Becky’s Jewelry Store, Memphis, Tennessee. 
Architect: Anker F. Hansen, Memphis. 
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An impressive interior ae (ai ow | 
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Jewelry department of Sankowitz Bros., 


Houston, Texas. as : — — all 
Architect: Alfred C. Finn. : 


(3) A doorway that says “welcome”... and “come back again’’ 


Deuble Jewelry, Canton, Ohio. Architects: Frank & Breting, Canton. 





HESE three examples indicate the unlimited possibilities of Pittsburgh 

Products in helping to attract the passer-by, stimulate his desire to buy. 
draw him inside to make a purchase. (1) A bright, sparkling front—like this 
one featuring wine and gray Carrara Structural Glass—gives your jewelry store 
that progressive look that critical shoppers look for. (2) A modern, cheerful 
interior affords a dramatic setting for your merchandise. Here, all the brilliance 
of the jewelry is displayed in cases of clear Polished Plate Glass. (3) An unob- 
structed, all-glass entranceway of Herculite Tempered Plate Glass Doors and 
Sidelights, with Herculite Door Frames, fairly beckons prospective customers 
inside. Give your store the power to make passers-by stop, look . . . and buy. 
etree Modernize with sales-winning Pittsburgh Products. 





Get a copy 


Poe es Pittsburgh Plate Glass Company 
of our modern- ae | Room 2165, 632 Duquesne Way 


Store Fronts ization booklet : fuss boy l Pittsburgh 22, Pa. 


which contains Without obligation on my part, please send me a FREE copy of 
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Hamilton Watch Film 
Viewed on TV Program 





It is reported that six million house- 
wives in 23 cities recently saw the Hamil- 
ton Watch Co.’s film “How a Watch 
Works” on the NBC-TV network show, 
“Prologue to the Future.” 

Following the film, Peter Roberts (left), 
master of ceremonies of the show, inter- 
viewed R. W. Slaugh (right), Hamilton’s 
head watchmaker. Mr. Slaugh took the 
ladies to task for common abuses to their 
watches, then recommended a few simple 
rules to prolong the life of their “precious 
little timepieces.” 


Gemex Initiates TV 
Advertising Program 


The Gemex Co. recently launched an 
expanded ad drive wth the inception of 
its first television programming effort via 
WCAU-TV, Philadelphia. The firm signed 
for an eight-week run of “Split Seconds 
in History,” a 15-minute show. 

Pictured at a meeting of Gemex Watch 
Band dealers held in Philadelphia recently 
are, left to right: William Lichtenfels, 





vice president, Gemex Co.; William A. 
Swartman, ad and sales director, Gemex; 
Robert McGrey, sales manager, WCAU- 
TV, and Eugene Prestinari, Gemex presi- 
dent. The group was present for a pre- 
view showing of “Split Seconds in His- 
tory.” 
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Rodania Uses Life Ad 
For Christmas Season 


Kurt Schwab, president of the Rodania 
Watch Co., Inc., has announced the place- 
ment of a 14 page ad in the December 15th 
Life issue. This ad will feature the new 
25-jewel automatic watches created by the 
Rodania factory in Switzerland. 

Mr. Schwab said that he plans a greatly 
expanded advertising campaign for Ro- 
dania watches during 1953. 


ee 


Karlan & Bleicher Unveils 
New Ring Stamping Fixture 


Karlan & Bleicher, New York, manufac- 
turers of “Perfect Rings and Findings,” 
has announced to the jewelry industry its 
latest manufacturing development. After 
years of testing and research, KB engineers 
have perfected a precision stamping fix- 
ture for impressing karat weight and trade 
marks into the ring shank. 





The new KB “Imprestomatic” now does 
the job faster, gives a perfect, crystal-clear 
impression and protects the shank. Above, 
at the left is the old stamp, and at the 
right, reduced to half its actual size, is the 
stamp used in the KB fixture. 


Dormeyer Promotion Ties-In 
With Kraft, General Mills 


A Dormeyer “free trial offer” promotion 
will use as bonus-gift items products of 
Kraft and General Mills. Invited to make 
a free trial of either or both of two Dor- 
meyer appliances, the consumer is offered 
a free gift for making the trial. 

With the Dormeyer Meal-Maker, an elec- 
tric mixer, she gets a box of Softasilk 
Cake Flour. With the Dormeyer Fri-Well, 
an, electric deep fryer, she gets three pint 
bottles of Kraft oil. Consumers making 
the Dormeyer free trial will receive with 
each appliance a coupon entitling them to 
these free gifts. 


























‘Picture Exhibit’ Display 
Used by Le Coultre Jewelers 





Being featured in windows of many LeCoultre 
jewelers across the nation is this elegant 
display entitled "Pictures at an Exhibition," 





Business Gift Market 
Theme of A.S.R. Booklet 


For the benefit of its dealers, A.S.R. 
Corp., manufacturer of Ascot lighters, has 
published a highly informative booklet en- 
titled, “Business Gifts and How to Sell 
Them.” According to Carl J. Begemann, 
director of merchandising, “Getting your 
share of the business gift market isn’t a 
major undertaking. Heavy inventories are 
not required.” 

The booklet clearly and intelligently ex- 
plains the scope of the business gift mar- 
ket and how the retailer can operate a 
successful business gift department. For 
a free copy, write to Carl J. Begemann, 
Director of Merchandising, American 
Safety Razor Corp., Brooklyn 1, New York. 


Engraved Compact Series 
introduced by Wadsworth 


Specially engraved compacts that carry 
a personal message are so popular this year 
that the Wadsworth Watch Case Co. has 
created a variety of designs especially for 





that purpose. Shown above are a birthday 
compact engraved simply with the date, 
and another case that might serve as the 
memento of an important social event in 
some young lady’s life. 
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e Protect your health 
e Keep clothing and workshop clean 





MODEL 47F. Needs only 18 x MODEL A. Needs only 2 x 4 







e Recover precious metals 29 inches floor space. Ideal foot floor space. Top produc- 
ae for small shop, small work or tion machine for all classes of 
e Get faster, better grinding restricted space. Has 1/3 jewelry and silver work. Aec- 






commodates two wheels or 
buffs up to 8°". Dust hoods, 
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110 vol# motor or 1 h.p., 220 
volt motor. Two dust collect- 


h.p. motor for wheels or buffs 
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terior motor, suction fans and 
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dust hoods have wet pumice 
pans and electric light sock- 
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WRITE FOR FREE DETAILED BULLETIN show- 
ing various models and prices. No obligation. 





























“MICRO” 
MILLING 
PROMPT DELIVERY MACHI a E 


FROM N. Y. STOCK 
Here’s the latest design in a fully uni- 
versal high precision milling machine. 
Table size: 3% x 8%. 

“Dove-tailed’’ Protractor Head is ad- 
justable in any position from vertical to 
horizontal (full 90°). 


All three table movements operate by 
feed screw OR quick action lever. 


BENCH MODEL 

° 5 9 5.00 INCLUDING MOTOR 
DEALERSHIPS OPEN SEND FOR CATALOG AND PRICE LIST | 
EXCLUSIVE U. S. DISTRIBUTOR | 


ERIC R.BBACHMANN 
27-11 A3 41st Ave., Long Island City 1,N.Y. Tel. EXeter 2-1555 MO Ret 
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Mat Service Mailed 
To Helbros Dealers 
The Helbros Watch Co., New York, has 


prepared a new mat service. The overall 
size of the 00k is 10 by 14 in., and the 
cover, shown in a richly-colored rose ma- 
genta, reads: “Helbros produces an excit- 
ing new formula for your newspaper ad- 
vertising.” Throughout the book, sales- 
getting newspaper ads are featured in sizes 
which will allow jewelers to advertise more 
frequently at the lowest possible news- 
paper rates. 

The mat ads are arranged according to 
series with appropriate “drop-in” mats fea- 
tured on the same pages, allowing easier 
handling and ordering by jewelers. This 
mat service has been mailed to all au- 
thorized Helbros dealers throughout the 
country. 


Motion Display Designed 
For Jewels by Bogoff 

An eye-catching costume jewelry display, 
delivered fully assembled and ready to be 
plugged in, is now available to dealers 
from Jewels by Bogoff, 31 South Franklin 
St., Chicago 6, Illinois. 


Pe is 





“Our new display is designed to utilize 
movement, light, color and charm to the 
fullest advantage,” explained Henry Bo- 
goff, president. “It permits the dealer to 
set up an attractive, attention-getting ar- 
rangement in a few short minutes. With 
this smart display, it is easy to show off 
the full beauty of our costume jewelry, and 
thereby increase sales.” 


New Sandoz Automatic 
Announced by Shriro 


Morris Feldman, vice president of the 
Shriro Watch Co., who recently returned 
from a trip to Switzerland, announced that 
the newest Sandoz watch to be presented 
in this country will be “the thinnest auto- 
matic waterproof watch in the world.” The 
fourth of a series of Sandoz ads in Life 
will feature this model and in addition a 
half-page will appear in the “New York 
Times” magazine—all before the Christmas 
season. 


Mr. Feldman also pointed out that a 
greatly expanded advertising and promo- 
tion campaign is scheduled for Christmas 
and will extend throughout 1953. 
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Bulova Display Features 
‘Dolly Madison’ Watches 











Bulova Watch Co., Inc., Fifth Ave., New 
York, has introduced a new “Dolly Madi- 
son” window and counter display utilizing 
a cameo theme. It has been designed to 
feature, in an attractive setting, three of 
the new 21-jewel Bulova “Dolly Madison” 
watches. 

The display is compact and comes in 
shades of blue and gold. 


Tissot Booklet Includes 
Advertising Mat Service 

Sales tips, research, technical informa- 
tion and newspaper mats are included in 
the October-November issue of “Tissot 
News,” a booklet published by the Holze1 
Watch Co. Of particular interest to 
jewelers is the 12 assorted mats, each fea- 
turing a single watch model. 





"Treasure Dome’ Houses 
Watches, Medals or Jewelry 


A new bell case of crystal clear DuPont 
Lucite is being offered by the Carol Beatty 
Co., 635 South Kenmore Ave., Los Angeles 
3, Cal. Called the “Treasure Dome,” this 
case is 4% in. high and has an outside 
diameter of 314 in.—a perfect size for 
housing heirloom watches, revered medals, 
small jewelry, etc. 





Base of the dome is of natural wood— 
ebony or mahogany — with a protective 
felt pad on the underside. It is priced to 
retail for $3.95, and is available on imme- 
diate delivery from the Carol Beatty Co. 























Leit Bros. Increases 
Palladium Ring Line 

The most extensive line of fraternal em. 
blems and mounted and unmounted rings 
ever offered by Leif Bros. is now available 
to the trade, it is announced by the New 
York manufacturer. Chief feature of the 
new collection is the addition of more than 
100 new styles in palladium, according to 
the firm’s 1952-1953 catalog. Now being 
sent to retailers, the 36-page catalog illus- 
trates the complete line bearing the “LB” 
trademark. 

“In response to the growing acceptance 
of palladium, we are now offering more 
than 300 items created in this precious 
white metal, compared with the 30 we 
offered five years ago,” says S. H. Leif, 
president of the firm. 


Holmes & Edwards Booklet 
Aids Silverware Customers 

A brand new booklet designed to aid 
consumers in their selection of table sil- 


ver has been brought out by Holmes & 
Edwards under the title of “Silver Sense.” 


St Baier SPI yass 
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Fully illustrated with pictures and draw- 
ings throughout, the booklet answers in 
clear and simple language the questions 
puzzling most homemakers concerning the 
kinds of flatware available today and those 
best suited to their own individual needs. 

It is available on request from the com- 
pany at a cost of ten cents per copy, to 
cover handling and mailing. “Silver Sense” 
will be offered via national ads of Holmes 
& Edwards silverplate. 


Silver Cleaner Introduced 
By Farbach Chemical Co. 


Howard Farbach, president of the Far- 
bach Chemical Co., Cincinnati, Ohio, has 
announced the introduction of a new sil- 
ver cleaner: “Dip-Off Tarnish.” Accord- 
ing to the company it is the first non- 
poisonous, non-toxic, odorless liquid silver 
cleaner yet produced. “Dip-Off Tarnish” 
needs no hard rubbing, scrubbing or brush- 
ing. A dip—and the tarnish vanishes, and 
it is reported that it will not harm silver. 

A 98¢ retail seller. “Dip-Off Tarnish” 
silver cleaner is a staple item but the 
profit margin is in line with all specialty 
items. 
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Movie Star Turns ‘Salesgirl' 
For A.S.R. Ascot Lighters 





Rita Gam, Life’s recent cover girl, now 
featured in the United Artist’s production 
of “The Thief,” is now a window and 
counter “salesgirl” for A. S. R. Ascot 
Lighters. Picture frame sized photographs, 
as above, are available for jewelers’ win- 
dows or counters. 


Snorkel Pen Boosts 
Sheaffer Sales Figures 


Consumer and dealer acceptance of the 
new “messproof” Snorkel fountain pen, 
introduced August 27, has increased 
Sheaffer Pen Co. sales for September 46 
per cent over the same month last year, 
R. H. Whidden, vice president and gen- 
eral sales manager announced recently. 


Hamilton Beach Unveils 
New Home Drink Mixer 


Ownership of some 7 million home freez- 
ers and refrigerators with freezer compart- 
ments provide a ready-made market for the 
new “Home Drink Mixer” introduced by 
Hamilton Beach. The new appliance makes 
it possible for youngsters and oldsters, too, 
to make real soda fountain drinks at home. 





The drink mixer has a wide appeal as a 
home bar drink mixer, producing blended 
sours, Collins, Daiquiris and similar drinks. 
The appliance lists at $22.50. 
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Fiex-Let Television Role 
Exposed in Mailing Piece 

A clever device to focus attention on a 
Flex-Let sponsored TV program is a strip 
of paper wound, like photographic film, 
around a spool. On the outside the word 
“exposed” first hits the retailer who re- 
ceives it. Unrolled, this mailing piece 
points out that 9,500,000 people in the 
greater New York area are exposed to 
“Trapped,” a TV show appearing on 
WOR-TV from 7:30 to 8:00 P. M. 

Jack Storti, vice president of Flex-Let, 
said that he is always anxious to follow-up 
on national advertising because too often 
manufacturers fail to inform retailers of 
the efforts being made on their behalf. 
Consequently, retailers fail to capitalize 
on the benefits of national advertising 
directing people to their stores. 


Benrus TV Commercial 
Features New Approach 


The Benrus Watch Co., participating 
sponsor of the Saturday night TV_pro- 
sram, “Your Show of Shows,” recently 
unveiled an outstanding new _ television 
commercial featuring a technique that has 
never been used before, according to Har- 
vey M. Bond, director of Benrus adver- 
tising. 





“Starring” in the commercial for the 
Benrus calendar watch were life-like pup- 
pets of the real stars of “Your Show of 
Shows,” Sid Caesar and Imogene Coca. 
They were manipulated by professional 
puppeteers who synchronized the mouth 
and body movements of the figurines to a 
sound track previously recorded by Caesar 
and Coca. 


Bristol Ring Reports 
Success of Palladium Line 


A “considerable” rise in sales volume, 
following nationwide introduction of an 
extensive line of palladium rings, is re- 
ported by the Bristol Seamless Ring Co., 
New York. 

Dealer response to the ling, first offered 
three months ago, has been brisk and has 
pushed the firm’s sales figures ahead of 
volume for the comparable period in 1951, 
according to Arnold Golber. He points out 
that the Bristol line is one of the most 
comprehensive collections manufactured 
entirely in palladium. 











‘Christmas Carolers’ Display 
Offered to Ronson Dealers 








A new point-of-sale Christmas display 
has been designed by Ronson Art Metal 
Works, Inc. While its supply is limited, 
this display is available free to dealers 
on request. 

This full-color “Christmas Carolers” dis- 
play, which shows off more than a dozen 
different Ronson lighters, is three dimen- 
sional and is effective for window or coun- 
ter use. In support of this display is Ron- 
son’s pre-Christmas advertising, including 
ads in leading magazines, TV spots ap- 
pearing nationally round the clock in key 
market areas, and Ronson’s publicity pro- 
eram. 


Stephen Products Issues 
Religious Jewelry Catalog 


A 32-page illustrated catalog, including 
religious jewelry and novelty lines, has 
been published by Stephen Products Co. 
Jewelers are invited to send for a free 
catalog by writing to Stephen Products 
Co., Dept. K, 1947 Broadway, New York 
23, N. Y. 


Columbia Diamond Rings 
Presented to Mrs. America 





C. Benjamin Axel, vice president of Axel 
Bros., Inc., creators of Columbia "Tru-Fit" 
diamond rings, is shown presenting a set 
of "Tru-Fit'' rings to Mrs. Evelyn Joyce 
Schenck, Mrs. America of 1953. 
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Eterna‘'s School Cards 
Ready for Distribution 





The 


| 
popular Eterna school program | 
card, measuring 7 in. by 54 in., to be dis- | 
tributed in December to over a quarter 
of a million school children, is now avail- 
able in quantity to all Eterna dealers re- 
questing them for use either as customer 
“handouts” or as mailing piece inserts. 
Dealers names will be imprinted free of 
charge. 

The rear side of the card carries an 
interesting message to children about 
watches and “time,” and offers to them, 
on request, a free “sample steel ball, so 
tiny it has to be measured electronically,” 
which they can test and float in a glass 
of water. There is also an offer to teach- 
ers of Eterna’s educational 16 millimeter 
film, “The Art of Time,” available free of 
charge to schools. 


Demand Surpasses Supply, 
Says Jules Braunstein 


Jules Braunstein, division of California 
Jewelry Creations, Inc., Los Angeles, has 
announced that no further orders are being 
accepted for 1952 deliveries of Duo-Lok. | 
newest entry into the field of locking ring | 
sets. Braunsteir, explained that existing 
orders, and steadily growing demands for 
“President Series Sterling Identification” 
bracelets. had taxed the plant to capacity. 

Plans for expanded operations in 1953 
are now underway, and a “preferred list ’ 
for Duo-Lok customers has been estab- 
lished for the coming vear. 


Display Case Features | 
Craftsman Billfolds | 





This compact Craftsman Billfold display 
case features a dozen assorted leather bill- 
folds. The case is made of blonde wood and 
measures 13!/, in. across by 8!/ in. in depth. 
|. Smallman and Sons Co., Paterson, N. J., 
is the manufacturer of Craftsman Billfolds. 


} 
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Kreisler Export Manager 
Tours the Far East Area 


William Wolfe, export manager of the 
Jacques Kreisler Mfg. Corp., left the 
United States at the end of October for 
a six weeks tour of the Orient. His itin- 
erary included Tokyo, Hong Kong, Bang- 
kok, Singapore, Manila and Honolulu. 

Established Kreisler distributors were 
visited, and new distributors were ap- 
pointed in countries not now covered. This 
is the first time in the history of Kreisler 
that a personal representative of the firm 
has visited these areas. 


Magnifying Spectacles Leave 
Hands Free for Inspection 


Careful inspection which requires mag- 
nification, or close tolerance work that 
ordinarily strains the eyes, are aided by 





the operator wearing the above magnifying 


spectacles that leave both hands free. 

Employing the same optical system as a 
pair of binoculars or a telescope, these 
spectacles afford 2x magnification with ex- 
ceptional clarity and an unusually large 
field. An area as large as a magazine page 
can be viewed at once. 

These imported French telescopic loupe 
glasses weigh hardly more than ordinary 
spectacles. Cost is $22.50 direct from im- 
porter, Armco Mercantile Co., 221 N.. La 
Salle St., Room 149, Chicago 1, Illinois. 


Pho-Tak Announces 
"53 Advertising Plans 


According to the Pho-Tak Corporation, 
Chicago, Illinois, approximately 84 million 
people will see the company’s consumer 
advertising in 1953. 

The Pho-Tak Corp., pioneers in com- 
plete, ready-to-use camera kit ensembles, 
has completed plans for an intensive na- 
tional advertising campaign in 1953. Fre- 
quent ads in Look, Colliers, Boys’ Life. 
Photography, etc., will feature Pho-tak’s 
extensive new line of low priced, attrac- 
tively packaged camera kits. 





Please re-check recent issues of 
JC-K to be certain that you are 
aware of all the merchandising sup- 
port placed at your disposal by man- 
ufacturers. 














Feature Ring Introduces 
Attractive Counter Pad 








A luxurious counter pad, shown above, 
is one of the new selling aids in Feature 
Lock’s list of promotional helps and dis- 
plays that Henry Peterson, president of 
Feature Ring Co. and his staff have de- 
veloped to help jewelers sell more diamond 
rings. 

This counter pad is available in blue 
or wine. For further information write to 
vour Feature Lock distributor, or Feature 
Ringe Co.. 130 W. 46th St., New York. 


Keystone Silver Issues 
New Illustrated Catalog 
Keystone Silver Inc., 509 W. 34 St., New 
York 1, N. Y., has published a new 1952-53 
l6-page catalog illustrating its complete 
line of silver and chrome plate _hollow- 
ware, electrical appliances, copper, brass- 
ware and hammered aluminum giftwares 
all of which are manufactured by Key- 
stone. 
The new catalog may be obtained free 
by writing to the company. 


Hamilton's New Illinois 
Line in Farrington Box 


Illustrated is a novel “jack-in-the-box” 
display which incorporates a unique sur- 
prise feature. It is called a Pirouette dis- 
play, because the watch holder not only 
rises with the lifting of the lid but ae- 
tually turns a ver- 
tical position. 


assume 


as it rises to 





This new, pattented feature was chosen 
by Hamilton Watch Co. to give added zest 
and emphasis to the introduction of the 
new Illinois line. It was designed and 
manufactured by the Farrington Mfg. Co. 
of Boston. 
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Keepsake Display Unit 
Becomes Christmas Showpiece 





The “revolving hand” window display 
for Keepsake diamond rings has been con- 
verted by Keepsake jewelers into a timely 
showpiece for Christmas gift sales. The 
Christmas effect shown above is achieved 
with some tinsel, choir boy figures, trees 
and bell cluster, all of which are available 
at local five-and-dime stores. 

Supporting Keepsake jewelers is an in- 
tensified national advertising campaign in 
leading magazines during the _ traditional 
Christmas “‘engagement” season. 


Benrus Offers Two 
Christmas Streamers 

The Berrus Watch Co. has mailed to its 
dealers two new three-color streamers as 
pari of its Christmas advertising servicing 
package. Printed in red, green and black. 
the streamers are included in the Benrus 
Christmas mat service. 


New 1847 Rogers Bros. Chest 
Offered for Holiday Selling 





To be promoted extensively in national 
magazine advertising by the 1847 Rogers 
Bros. Division of the International Silver 
Co. is this new chest. Designed for the 
Christmas season, the Royal Gift Chest 
contains 60 pieces with complete service 
for eight persons. 

The chest is available in all five 1847 
Rogers Bros. patterns and_ retails for 
$89.95. Full-page, four-color ads will ap- 
pear in the December 8 issue of Life and 


1 
tne December issue of Ladies’ Home Jour- 
nal, 
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News of Personnel 





Richard W. Holznecht has been ap- 
pointed public relations director of the 
Parker Pen Co. to succeed Allen H. Cen- 
ter, who resigned recently. Mr. Holznecht 
will assume the responsibility of managing 
the company’s public relations activities. 





JAMES LYDDON 
Seth Thomas 


R. W. HOLZNECHT 
Parker Pen 

According to an announcement received 
from Harold E. Blackburn, sales man- 
ager, James H. Lyddon has joined the 
Seth Thomas sales organization as sales 
representative for the southwestern terri- 
tory. Mr. Lyddon will be responsible for 
calling on Seth Thomas wholesalers and 
dealers in the states of Texas, Oklahoma, 
Kansas, Missouri, Arkansas and Louisiana. 


The Board of Directors of Nash, Inc., 


Jersey City, N. J.. billfold manufacturer, 


announces the appointment of Henry 
Sokolow as general sales manager of all 
the Nash Companies and subsidiaries. This 
will entail all sales supervision and adver- 
tising on the national branded products 
under the name of Nash and Daniel. 


Watch Bands, Inc., North Attleboro, 
Mass., announces the appointment of 
Arnold Schloss, manufacturer’s repre- 


sentative. to cover the midwest and south- 
west territories. Mr. Schloss’ offices are in 
the Heyworth Building, Chicago. 

















Ollendorff Watch Co., Inc., manufac- 
turer of Gotham Watches, has announced 
the appointment of William Thompson 
and R. R. Cook to the firm’s sales de- 
partment. Mr. Thompson is _ servicing 
Gotham accounts in Chicago and in ad- 
joining areas, as well as in Michigan, 
Wisconsin and Minnesota. Mr. Cook is in 
charge of the territory west of Denver, 
with headquarters in Los Angeles. 


The Vulecain Watch Co., New York, an- 
nounced recently the appointment of Paul 
H. Samuels, Inc., of Chicago, Ill., as its 
midwest agency. 


Dan Hasher, formerly assistant buyer 
of personal leather goods for Saks 34th 
St., New York, has joined the sales force 
of Nash, Inc. Mr. Hasher will handle 
retail sales of the Daniel line of gold- 
tooled billfolds in the greater New York 
metropolitan area. 

















R. W. RAYNOR 
Ernest Borel 


DAN HASHER 
Nash, Inc. 


Reginald W. Raynor has been named 
Ernest Borel sales representative for the 
states of Florida and Georgia, according 
to an announcement by Robert Bollier, 





Cory Acquires Assets 
Of Autopoint Company 


Cory Corp., Chicago, manufacturers of 
Cory. Nicro and Fresh’nd-Aire appliances, 
and Flavor-Seal stainless steel cookware, 
has acquired all assets of Autopoint Co., 
Chicago, producer of quality mechanical 
pencils and plastic specialty items. The 
acquisition hecame effective at the close 
of business, October 31, 1952. 

\utopoint products are marketed through 
Advertising Specialty, Premium and Or- 
ganization Use sales channels as well as 
through the regular distributor and _ retail 
trade. 

According to J. W. Alsdorf, Cory Corp. 
president. Autopoint Co. will in the future 


be operated as a division of Cory. 





sales manager. Mr. Raynor’s home is 
Clearwater, Florida. 
Ronson Magazine Ads 
Based on True Stories 
On the premise that truth is often 


stranger than fiction. Ronson Art Metal 
Works is currently presenting a series of 
ads based on unsolicited testimonials from 
Ronson owners. 

Under the headline. “Dramatic True 
Stories Explain Why Ronson is America’s 
Favorite Lighter,” each insertion tells a 
brief story of an exciting or bizarre inci- 
dent in which a Ronson lighter has played 
the leading role. A dominant illustration 
vividly portrays the episode. 

The ads scheduled for Life, Saturday 
Evening Post, and the New Yorker com- 
prise '5 pages in black and white and full 
pages in full color. 
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Special Notices 


‘ Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”’—*“Lines Wanted” and “Side 

Lines’’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 
All other headings—regular type $6.00 first 
25 words; additional words, 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 


Name, address, initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclesed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tien your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 








BOX salesman; knowledge successful jew- 
elry packaging: point-of-sale displays. 
Address “C., 1214,’’ care J C-K. 

NEWARK, N. J. connection wanted by 
highly qualified salesman desiring posi- 
tion with reputable retail firm. Address 
“R., 1106,” care J C-K 


BOOKKEEPER, accounting background, 
handle every phase of office routine; 
very capable; top references. Address 
**H., 1101,”" care J C-K. 


MANAGER; over 20 years credit jewelry 
field, experienced every phase of busi- 
ness, credits, collections: prefer South- 
west part of country. Address “‘D., 1202,” 
care J C-K. 


FIRST class watchmaker, more than 20 
years’ experience, desires permanent 
position; South preferred. For full in- 
formation write, ‘“‘Watchmaker,” 413 
Church St., Winona, Miss. 


YOUNG lady, many years’ experience in 
diamond field, assorting and picking for 
mountings; desires responsible position ; 
knowledge of all phases of office rou- 
tine. Address “D., 1253,” care J C-K. 


WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
lished concern. Address “C., 1035,’ care 
J C-K. 

YOUNG woman, fully experienced in 
manufacturing and jobbing lines, prefers 
manufacturing: full charge gold office, 
stock, repairs: good at figures, etc. ; New 
York. Address “A., 1083,’ care J C-K. 


COMBINATION certified Master Watch- 
maker, jewelry repairer; can do sizing 
and can also set a diamond into a new 
mounting; will be available on or after 
November 15. Address “K., 1197,” care 


YOUNG woman, full charge bookkeeper, 
also thoroughly experienced in jewelry 
manufacturing, orders, weighing, and 
all other jewelry details, desires posi- 
tion in New York City: best references. 
Address “J., 1226,” care J C-K. 


EXPERIENCED, young, retail salesman, 
wishes to associate with established 
wholesaler or manufacturer: presently 
managing first class retail store; single; 
reliable: sober: best references.- Ad- 
dress ‘“‘N., 1235,” care J C-K. 

ALL around jeweler, setter, operating his 
own three-man shop successfully for 
15 years, desires employment with suc- 



































cessful retail store in South: state 
wages, vacation pay and benefits. Ad- 
dress “J., 1170,” care J C-K. , 
BOOKKEEPER-ACCOUNTANT: credits, 
collections, own correspondence: also 


orders, production: unusually capable: 
accustomed heavy responsibility ; broad 
experience and most outstanding record. 
Address “G., 1097,”’ care J C-K. 


BOOKKEEPER (female) full charge; 
experienced diamonds, precious stones 
and manutacturing; extremely capable, 
elticient, trustworthy, personable; preter 
small office; Manhattan. Address “L., 
1205,” care J C-k. 


AGGRESSIVE diamond man seeks posi- 
tion with reputable wholesaler or loose 
goods house; thoroughly experienced in 
diamonds, capable and personable; fin- 
est references; desires permanent con- 
nection with future. Address “A., 1211,” 
care J C-Kk. 








AS retail salesman or manager in good 
ciass family business, available Janu- 
ary 1; 25 years two lirms; singie; good 
appearance and personality; registered 
jeweler (A.G.S.) qualified gemologist ; 
lirst class relerences; moderate saiary. 
Address “A., 1215,’ care J C-K. 


MASTER watchmaker, chronograph tech- 
nician, light jewelry repair, 20 years’ 
experience; 42; sober; reliable; desires 
job, or lease repair department, pro- 
gressive concern in South; minimum 
salary $85 weekly. Address “B., 927,” 
care J C-K. 

FINE master watchmaker, married, have 
pleasing personality, congenial and a 
gentleman; good salesman, accurate 
workmanship; 32 years’ experience at 
bench; finest references; available im- 
mediately. D. Duffield, P. O. Box 5026, 
Trivillage Sta., Columbus 12, Onio. 

YOUNG man, 33, single, nine years’ 
experience as diamond assorter and 
head of mounting department for 
one of America’s leading whole- 
salers, desires responsible position ; 
highest references. Address ‘“G., 
1230,” care J C-K. 

POSITION of ring and jewelry buyer, or 
assistant to buyer, with large whole- 
saler or chain store organization; ex- 
pert on diamonds and colored stones ; 














18 years’ experience; at present em- 
ployed in similar capacity with large 
manufacturing concern. Address “M., 


1206,” care J C-K. 

YOUNG diamond man, experienced all 
phases of diamonds, able handle ac- 
counts and stock, ambitious and ener- 
getic; highest references, desires re- 
sponsible position with diamond whole- 





saler, importer or manufacturer; will 
travel; available January 2. Address 
“D., 1212,”’ care J C-K. 








DIAMOND setter and jeweler, finished 
mechanic; set any size or shape precious 
or semi-precious stones; special order 
and repairing in platinum, palladium 
and gold; 24 years’ experience, depend- 
able and conscientious ; age 41 and mar- 





ried; desires position in retail store. 
Address “C., 1055,” care J C-K. 
DIAMOND expert available; due _ to 


liquidation of business; with concern 
many years; experienced buyer, capable 
assorter, competent to fill important 
position with loose goods or bunch ring 
house; appropriate salary’ essential; 
only direct answers from _ principals 
considered; will be treated confidenti- 
ally. Address ‘‘A., 1148,’’ care J C-K. 


SALES manager, presently in charge of 
four retail units in Midwest with com- 
bined credit business, $400,000; 27 years’ 
experience in sales, sales promotion, 
management, merchandising, advertis- 
ing, display and credits: top collection 
percentage: versatile and imaginative; 
employed at present; would prefer one 
unit: relocate: $10,000: available Janu- 
ary. Address “B., 1250,” care J C-K. 


MANAGER, retail jewelry, age 35, married 
and two children, 15 years’ experience, 
eight years in cash type store and seven 
vears in credit store; good salesman, 
and window trimmer: experienced in 
buying, credits and _ collections, also 
camera and optical departments: desires 
permanent connection with reliable firm 

















offering incentive and good future. Ad- 
dress “S., 945,"" care J C-K. 
GENERAL manager; 20 years’ 


thorough experience in installment 
jewelry business; buyer, general 
manager, advertising, promotions, 
credit and collection; was with chain 
of 12 stores, volume running into 
seven figures; at present employed 
in above capacity; best of references 
and fine appearance; will travel 
—. Address “A., 737,”? care 
J “sie 


GENERAL manager, Supervisory experj-. 
ence, presently employed in executive 
capacity with leading chain organiza. 
tion, desires change January 1952. 
proven record in the field, not an eager 
comer, known to many well placed per. 
sons in the industry; interested jp 
affiliating with progressive promotion 
minded credit firm; will consider only 
top proposition; married, 35 years of 
age; will locate anywhere. Address “RF 
1204,” care J C-K. ’ 





r » | . . se 
EXPERT diamond cutter, American 
veteran; available with or without his 
cutting equipment to an_e established 


reputable firm where his abilities, per. 
sonality, fine character and health, to- 
gether with his 35 years of wholesale 
diamond and jewelry industry experi- 
ence will prove to mutual advantage: 
$150 week straight salary, or $100 a 
week plus percentage of profits, or 
straight commission with active cash 
retail jeweler; open to any reasonable 
and respectable proposition. Address 
“K., 1171,” care J C-K. 








Lines Wanted 








EARRINGS; I want to sell your earrings 


in Texas; my fee is 15 per cent. A. M. 
Roberts, 221 Clutter, San Antonio 4, 
Texas. 





SALESMAN, with large following in Mid- 


dle Atlantic States, 
turer’s line to retailers. 
1158,’ care J C-K. 


wants manufac- 
Address “P., 





SALESMAN, 


with good following in 
Michigan and Ohio, wants top manu- 
facturer’s line; can furnish references, 
Address “K., 1153,’’ care J C-K. 








OHIO resident, with large loyal fol- 
lowing amongst jewelry and depart- 











ment stores, desires outstanding 
line. Address “B., 1245,” care J C-K. 
EXPERIENCED, many ~years selling 


jewelry and silver to all leading retail 
jewelers in the South; available Febru- 
ary 1953. Box 306, North Miami Beach, 
Fla. 





WELL known salesman, with Los An- 
geles office, wants top manufactur- 
er’s line for jobbers and large out- 


lets. Address “*A., 1264.” care J C-K. 

















YOUNG business man, manager, Sales- 


man, seeking lucrative line or lines for 
Washington, D. C., and area; years of 
highly successful experience. Address 
“E., 1143,” care J C-K. 





SALESMAN: loose and mounted diamond 
line; 400 Southern accounts; 15 years’ 
experience; lives in the South; finest 
references; extensive following. Ad- 
dress “R., 1210,” care J C-K. 





PACIFIC COAST salesman, well Known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
wr: \ —— Address “F., 2608,” care 
J C-K. 





SALESMAN, traveling extensive Midwest 
Territory, out of Chicago office, open for 
established line; rated manufacturer 
only; 20 years’ successful sales experi- 
ence. Address “T., 1239,” care J C-K. 





SALESMAN. 


SALESMAN; familiar all types of mer- 


chandise, seeking reputable line to 
wholesalers; extensive following in New 
York City and throughout East. Ad- 
dress “T., 1075,” care J C-K. as 
experienced, covering 
Southwestern States. desires factory 
lines direct to retail jewelry stores, 


January 1. Address P. O. Box 4445, 


Tueson 5. Ariz. 











SALESMAN available January: exc:llent 
retail following Manhattan, Long Island, 
Philadelphia, Baltimore, Washington, 
presently with old established manu- 
facturer: consider other territory. Ad- 
dress “K., 1228,” care J C-K. 








LINES WANTED, well known salesman 


calling on watch importers and jewelry 
wholesalers, with nationally advertised 
line, desires additional strong lines for 
Metropolitan area: please send full par- 
ticulars. Address “S., 1269,” care J C-K. 











SALESMAN, solid contacts with jewelry 
wholesalers, watch importers, chain 
stores, Metropolitan New York only, 
seeks manufacturer who needs a g00d 
man for a good line. Address “H., 1232, 
care J C-K. 


——_ A 
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LINES WANTED—Continued 


ee 


MANUFACTURER’S representative cover- 
ing Middle West, selling to wholesalers, 
material houses, wants line of watch 
straps and bands, also watch cases. Ad- 
dress Circular 260, Room 1415, Hey- 
worth Bidg., Chicago 2. 


SALESMAN, 15 years covering Middle- 
west, Southwest, South, desires well 
known manuiacturer’s line, with estab- 
lished ftoliowing; also loose diamonds, 
precious stones. Address “L., 1172,” 
care J C-K. 

WEST COAST representative, long es- 
tablished with better jewelers and de- 
partment stores, open tor strong line or 
lines to carry in conjunction with high 
grade watch line. Arthur B. Morris, 
1760 N. Lake Ave., Pasadena 6, Calif. 

SWiSS manutacturer’s representative, 
excellent connections with New York 
watch importers, seeking competitive 
rolled gold plate watch case or allied 
line; complete coverage guaranteed. 
Address **E., 1194,’ care J C-K. 

SALESMAN, covering Midwest Territory, 
with Chicago office, having strong exten- 
sive following with jobbers, wholesalers, 
catalogue houses, open for established, 
rated manutacturer’s line, catering to 
this trade; thorough coverage. Adaress 
“P., 1237,” care J _C-K. | 

MANUFACTURERS’ representative 
available January 1; many years 
successful selling, ladies’, men’s 
mountings, top wholesalers, chains ; 
Pittsburgh thru Midwest; confidence 
respected. Address “R., 1259,” care 
J C-K, 

SALESMAN, calling on jobbers, semi- 
jobbers and large retailers, wishes to 
connect with manufacturer making a 
popular line of 14K mountings, or gold 
watch cases with attachments ; territory, 
Philadelphia down to Washington ; New 
York City and vicinity; also Boston. 
Address ‘‘W., 1242,” care J C-K. 

WEST COAST representative, now 
traveling California, Nevada and 
Arizona, many fine contacts with 
best retail trade, wants a first class 
manufacturers’ line; commission 
basis. Address “C., 1265.” care 
J C-K, 

WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise: have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 

PACIFIC Coast and Southwestern 
States factory representatives to 
wholesalers, will add inexpensive 
costume jewelry boxed; men’s jewel- 
ry, boxed; metal gadgets, novelties: 
over 250 diversified accounts; 
strictly commission basis. Address 
- ™ 1177,” care J C-K., 

SALESMAN, headquarters in Chicago. 
well established, aggressive, with long 
successful sales experience among de- 
partment, jewelry and gift stores 
throughout Midwest Territory. desires 
rated, established manufacturer’s line: 
intensive coverage; only exclusive terri- 
tory arrangement considered. Address 

_ “R., 1238,” care J C-K. 

WEST Coast salesman, well known and 
progressive, who has covered this terri- 
tory from San Diego up to Seattle for 
the past 18 years, is open for a dia- 
mond mounted watch line or diamond 
mounted jewelry, and a 14K earring 
mounting line; catering to hetter class 
retailers: best of references furnished. 

_ Address “C., 1191,” care J C-K. 

SALESMAN ; available January 1, de- 
sires full time, top jewelry manu- 

9 ° ’ 
facturer’s line to sell wholesalers in 
East; references: dependable; seven 
years with reputable wholesaler; age 
38; good appearance; Wharton 
graduate: interview will explain 
rr. Address “C., 1246,” care 















































SALESMAN, long established, genuine 
following amongst well rated retail 
jewelers, seeks one, first class line; only 
well rated known manufacturers con- 
sidered; territory; New York City, ad- 
jacent Metropolitan, Delaware, Mary- 
iand, Washington, D. C., Philadelphia 
and Eastern tennsylvania; A-l reter- 
ences. Address “A., 1198,’ care J C-ly. 

STERLING silver manufacturers; Max 
Kornberg wants a popular priced line 
ot sterling silver holiowware tor the 
year 1953; he wants to negotiate now; 
he is well Known and has accounts 
from Maine to California; also has at- 
tractive show room for displaying such 
a line; can get you business. Please 
write, M. Kornberg, Inc., 366 Fifth Ave., 
New York City. 


ATTENTION manufacturers; am open 
for ring lines for all the Western 
States including Texas; lines must 
be promotional and have established 
clientele; I offer my following after 
10 years in the territory; moderate 
drawing required; side line basis; 
can furnish best references; resident 
of California. Address “A., 1244,” 
care J C-K, 

AGGRESSIVE, conscientious producer de- 
sires new connection for 1953; southern 
resident with over 400 better rated cus- 
tomers; only interested in top, estab- 
lished line from reputable house offering 
mutually profitable arrangement _ to 
proven result producer ; New York inter- 
view, if desired, December 15-January 
10; bondable, finest references. Address 
‘“S., 1184,” care J C-K. 

ATTENTION manufacturers, for Janu- 
ary 1953; ace representative cover- 
ing the East for 20 years, desires 
watch, gold, promotion lines, non- 
competing; have solid contacts with 
jobbers, department stores, chain 
credit stores, large retail users; what 
have you to offer; New York to 
Michigan; commission basis only. 
Address “*C., 1252.” care J C-K. 

A PROVEN seasoned salesman, with a 
record of results, is open for one line 
only, which has a large volume potential 
amongst department stores, chains, 
catalog houses, jobbers, premium houses, 
leading retailers and all volume users 
in the Middle West; this line will re- 
ceive first class representation and be 
worked constantly; it will be displayed 
in a permanent Chicago showroom; 
commission basis only. Address Circular 
259, Room 1415, Heyworth Blidg., Chi- 
cago 2. | 

AVAILABLE January 1, 1953: sales- 
man covering Denver to Pacific 
Coast; experienced, with strong fol- 
lowing among well rated stores. seeks 
potential volume line (well designed 
costume jewelry desirable); perma- 
nent connection, substantial earn- 
ings desired; residence California; 
territory covered three times yearly. 
fully by ear: affiliation wth same 
jewelry firm for last six vears, Ad- 


dress ““V.. 1186.”? care J C-K. 





























Side Lines 





LONG established Swiss watch importer 
desires good salesmen: commissions 
oniv: replies confidential. Address “P., 
1258.’ eare J C-K 

SEMI-PRECIOUS stones and diamonds: 
we need a man with another non-con- 
flicting line to carry our line in New 
York and out-of-town. Address “V.. 
1240.” care J C-K. 


PACIFIC Coast salesman, to represent 
New York manufacturer of gold and 
platinum rings: commission basis: line 
long established in the trade. Address 
“P., 1043,” care J C-K. 


SALESMAN; Swiss watch experience, 
competitive prices: give full details 
and references in first letter; replies 
kept confidential. Address ‘“Y., 
950.” care J C-K. 























SALESMAN, with a non-conflicting side 


line of wedding rings, mountings, em- 
blems, etc.; strictly commission basis, 
a quick selling line; state territory you 
cover and experience. Address “A., 
1175,” care J C-K. 


——<» 








SALESMEN, experienced, to retailers; 


compiete tine gold weading rings, dla- 
mond engagement, wedding, dinner and 
cocktail rings ; established manufacturer 
with large national following ; many ter- 
ritories open. Address “W., 1051,” care 
J C-K. 














SALESMEN wanted; we are distributors 


of most nationaily advertised watch 
band lines; looking for men to carry 
same as a side line; excellent opportu- 
nity to supplement travel expenses, 
state lines carried now and territory 
covered. Address “H., 1225,’ care J C-k. 








SIDE line; salesman, to represent an out- 


standing manufacturer ot leather watch 
straps with established trade, to cover 
the West and Southwest Coasts, also 
entire South; commission basis; ap- 
plicants must have following. Address 
“P., 1178,” care J C-K. 











SALESMEN, with a non-conflicting line, 


having a tollowing among retail stores 
in New England States and New York 
to Michigan, to represent a well estab- 
lished manufacturer of men’s and ladies’ 
gold stone set rings. Address “M., 1234,” 
care J C-K. 





SALESMAN, for Middle West or South- 


west; represent established manu- 
facturer; extensive line diamond 
bridal sets, men’s rings, promotional 
pairs, ete.; drawing account for ex- 
perienced man with following; non- 
conflicting side line satisfactory. S. 
Reiman & Sons, 64 W. 48th St., 
New York. 





SALESMAN wanted; well known manu- 


facturer of stamped rings, selling ex- 
clusively to wholesalers and large out- 
lets, desires representation on West 
Coast and, or Southwest; commission ; 
non-conflicting side line permissible; 
reply full particulars re: background, 
other side lines, ete. Address “J., 1195,” 
care J C-K. 








SALESMEN;; long established concern 


offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings to 
men with established retail follow- 
ing; inquiries treated with utmost 
confidence. Address. “S., 782,” care 
J C-K. 





SIDE line salesman; small specialty dia- 


mond ring line for retail trade; only 48 
bridal sets, very light to carry, abso- 
lutely different from any other diamond 
ring line; territory open: Kentucky, 
Tennessee, Mississippi, Louisiana, Okla- 
homa, Texas, Arkansas, Kansas, In- 
diana, Ohio; write for full particulars. 
Address “B., 1052,’ care J C-K. 








WELL known manufacturer of 14K 
mountings, bridal sets, dinner rings 
and all kinds of ladies’ fancy rings, 
has opening for an aggressive, well 
established salesman, among whole- 
salers. jobbers and chain stores, to 
cover Midwest and part of South; 
all replies held strictly confidential. 
Address “Y., 1188.” care J C-K. 

SALESMEN wanted; excellent opportu- 
nity for top notch men with following 
among wholesalers in the South, Middle 
West and West, to sell outstanding line 
of ladies’ hand carved wedding rings, 
bridal sets and fancy rings, for. well 
established manufacturer; commission 
basis: state full details. Address “N., 
968,” care J C-K.  ___ ee 

MANUFACTURERS’ __ representatives 
who maintain display rooms in Chi- 
cago, Los Angeles or San Francisco, 
and Atlanta, for representation in 
Midwest, West Coast and South re- 
spectively, can secure the line of a 
manufacturer of sterling hollowware 
of exceptional merit; state lines 
carried and experience in applica- 


tion. Address “B., 1012,” care J C-K. 


(Continued on page 178) 
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SIDE LINES—Continued 











SALESMEN wanted for 1953; our line 
consists of four small trays of engage- 
ment and wedding ring matched sets, 
diamond dinner rings and men’s dia- 
mond rings; territory outside of New 
York and South open; we want men who 
cover the small retail jeweler; we give 
liberal dating and liberal commission, 
and have no objection to non-conflicting 
side line; details in first letter, please. 
Address “‘B., 1085,” care J C-K. 


ESTABLISHED manufacturer offers 
completely new approach to success- 
ful stone ring selling with promo- 
tions, mat service and other advertis- 
ing aids; if you are experienced 
selling retail, credit and chain stores 
in a small, compact territory our line 
can become major source of income; 
line complete but compact; give all 
details first letter including exact 
territory covered; car necessary ; 
confidential; our men know of this 


ad. Address “C., 1201,” care J C-K. 








WELL known manufacturer of mount- 
ings, wedding rings, Princess and 
cluster rings, etc., selling to whole- 
salers, jobbers, chain stores and 
large users, has opening January, 
1953, for an aggressive, well estab- 
lished and known salesman in this 
field, who can produce volume busi- 
ness; territory Chicago, West, with 
established trade throughout; draw- 
ing against commission; reply and 
give full details in first letter. Ad- 
dress “K., 965,” care J C-K. 
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Help Wanted 











WANTED, two A-1 watchmakers: per- 
centage basis only. Address “‘T., 1460,” 
care J C-K 


WANTED: A-1 jeweler, who can repair 
~< i stones. Address “V., 1461,” care 


COMBINATION watchmaker, jeweler, and 
engraver in small city Northern New 
York. Address “B., 1266,” care J C-K. 


PEARL manufacturer requires men with 
jewelry store following: 15 per cent 
commission. Triumph Mfg. Co., P. O. 
Box 365, Church St. Sta., New York 8. 


SALESMAN; good following of jobbers, 
for gold and platinum ring line: a good 
opportunity for an experienced man. 
Address “G., 718,” care J C-K. 


WATCHMAKER - SALESMAN, splendid 
opportunity, give references, stating sal- 
ary and qualifications to Edwin Freed, 
care Alpert’s, Elmira, N. Y. 



































SALESMEN wanted; wedding ring and 
idents line to the small retail jewelers 
on terms; various territories open. Ad- 
dress “E., 492,” care J C-K. 


SALESLADY; prefer girl from small 
town who has some experience in 
retail jewelry or silverware. William 


Crow, 910 16th St., Denver. Colo. 























DIAMOND setter with jewelry repair ex- 
perience: permanent position; top 
wages; finest climate in U. S. A. Kras- 
ner Manufacturing Jewelers, 210 Watts 
Bldg., San Diego, Calif. 

SELECTED Southern territory open for 
experienced man; draw against liberal 
commissions. Reply to Sales Manager, 
care L. Luria and Son, Inc., 160 Fifth 
Ave., New York 10, N. Y. 








maker, who can meet the public and 
take in repairs: give full details first 
letter. Van Horne & Co., 114 W. Wash- 
ington Ave., South Bend, Ind. 


SALESMAN, with a _ following in the 
Southern States, to carry a fine line of 
diamond jewelry; will not object to a 
non-conflicting line. The Schumer Bros. 
Co., 5 E. Third St., Cincinnati, Ohio. 





SALESMAN, with established following, 
wanted by well Known manufacturer 
of exclusively designed 14lx mounting 
line; write territory you cover and full 
details. Address ‘‘A., 1189,’ care J C-K. 


— ———_——» 








WATCHMAKER; want finished work- 
man; state age, experience, references 
and salary expected in first letter; per- 
manent; six-day week; one week paid 
vacation annually. The C. L. Milton 
Co., Laredo, Texas. 





REPRESENTATIVE for Southwest— 
Texas, Oklahoma, etc.; extensive 
line of diamond rings and colored 
stone rings; nationally known; re- 
plies confidential. Address ‘“F., 
1165,” care J C-K. 








OPPORTUNITY for experienced diamond 
ring salesman; concern well known over 
35 years; two territories open; our men 
are satisfied and successful; strictly 
confidential. Address “H., 1151,’ care 





SALESMAN, for substantial diamond 
ring and colored stone ring delivery 
line, for New England and New York 
States; old established concern, has 
following; reply in confidence. Ad- 


dress “D., 1164,”’ care J C-K. 








EXPERIENCED assistant, capable of 
rapid development to manager of high 
class credit jewelry store: exceptional 
opportunity for permanent and profit- 
we future. Address “G., 1149,’ care 
J C-K. 








SALESMAN, for New York City and 
environs; substantial stock of dia- 
mond rings and colored stone rings; 
firm known throughout country; 
applications kept confidential. Ad- 
dress “B., 1163,” care J C-K. 








WATCHMAKER, experienced ; permanent 
position 50 year old firm, community 
7000; please give qualifications, experi- 
ence, references and salary expected ; 
floaters do not answer. Address “D., 
1193,”" care J C-K. 





MANAGER-salesman; top flight sales- 
man and merchandiser; earn from 
$10,000 yearly; in good Midwest 
City ; credit operation; right man can 
have bright future. Address “K., 
1231,”’ care J C-K. 


JEWELER: if you are looking for a good 
job and if you have good experience in 
the manufacturing, we have a fine op- 
portunity for you: when answering give 
complete information in every respect. 
Address “J., 1174,” care J C-K. 











MANAGER-Ssalesman, experienced in all 
phases of retail credit operations, to 
take over management from owner of 
well-established, high-type credit jewel- 
ry store: salary and incentive. Brown’s, 
395 Main St., Stamford, Conn. 


DIAMOND ring salesman wanted by 
well known manufacturing jeweler 
of ladies’ 14K diamond set dinner 
rings and engagement ring sets; lib- 
eral drawing. Address “G., 842,” 
eare J C-K. 


WATCHMAKER, experienced; five day 
week: ideal working conditions. in 
Northern Ohio city: permanent job: 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
J C-K. 


COMBINATION  jeweler-engraver -stone 
setter, for fine old established retail 
store: splendid working conditions; at- 
tractive city and climate: satisfactory 
salary. Carpenter-Matthew, Asheville, 

N. C. 























WATCHMAKER; Wisconsin license, able 
to do A-l work; small store; please give 
experience, references and salary ex. 
pected in first letter. Geo. A. Wuilleu- 
mier, Jeweler, 310 State St., Madison, 
Wis. 


SALESMEN; manufacturer of leading 
promotional line of sterling and sil- 
ver plated hollowware; several 
choice territories open; give resumé 
in strict confidence. Address “W,, 
409,” care J-CK. 

COSTUME jewelry salesman ;, opportunity 
for top notch man with following, re- 
tailers, department stores ; strong manu- 
facturer’s line, stone cast jewelry ; sey- 
eral territories open; no objection non- 
confllicting side line. Address “L., 1233,” 
care J C-Kk. 





ee 








OPPORTUNITY, for young man; large 
Chicago wholesaler can use an ener. 
getic man in their jewelry depart- 
ment; state experience and give 
references. Address Circular 26], 
Room 1415, Heyworth Bldg., Chi- 
cago 2. 














SALESMAN wanted for West, for Ster- 
ling hollowware line; we are seeking a 
top-flite man who can do justice toa 
large and popular-priced line; we have 
many active accounts in this territory; 
additional non-conflicting line permis- 
sible; commission basis. Address “G,, 
1222,” care J C-K. 








MIDWEST salesman to take over ae- 
tive accounts for leading manufac- 
turer of extremely fine and original 
men’s jewelry, cigarette cases, com- 
pacts, ete.; must be top-notch man 
with following in the finest stores, 


Address “H., 1169,” care J C-K. 


MANAGERS: several openings for men 
of proven sales ability, Capable of man- 
aging leased, fine jewelry concessions If 
major department stores throughout the 
country; salary plus profit percentage. 
Apply by letter stating age, experience 
and references to, Finlay Straus, 2° W. 
14th St., New York City 11. 


os 


SALESMEN; long established stone 
ring firm with fast moving, national- 
ly known line and retail trade fol- 
lowing, has openings in New York 
State and New England territories; 
write giving full details; replies con- 
fidential. Address “W., 1187,” care 
J C-K. 


WANTED: watchmaker capable of doing 
close timing, to handle watch repairs 
for two stores, on a commission basis; 
stores located in a Gulf City: opportu- 
nity to earn up to $10,000 yearly for 














expert mechanic; position available 
January 1. Address “P., 1208,” care 
a C-K. 


——————— 

















WATCH salesmen for nationally ad- 
vertised, popular priced, Swiss watch 
line; commission basis; territories 
open: East, Middle West, South- 
west; existing accounts will be turn- 
ed over; state complete details, past 
experience and references. Address 


“C,, 1137,’ care J C-K. a 
EXPERIENCED salesmen, with retail 


jewelry store following, wanted by 
importer of established, low priced, 
fine Swiss watch line; territories 
open, Texas, Middle West, New York 
State: established accounts will be 
turned ever. Address “Y., 1243,” 
care J C-K. 








— 


LARGE reputable distributor of choice 
imported silver and hollowware requires 
agency affiliation that covers depart- 
ment stores, jewelry and specialty 
shops: showroom desirable: preferred 
territory onen in the Southeast and 
Middle Atlantic States: unusual oppor: 
tunity. Address “R., 1180,” care J C-h. 

selena 
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HELP WANTED—Continued 











—_—_ 





TO a top flight jewelry man: we want 
several aggressive Jewelry store man- 
agers Capavle Ol producing big ugures, 

excellent salary, prolit sharing ar. ange- 

ment, and a brilliant future; give tull 
details about yourself, age and previous 
experience ; replies confidential. Address 

“Rh 1256," care J C-K. 


———— 
_—_ 


SALESMEN with tollowing, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands ; 
covering Southern and Western terri- 
tories; residing in vicinity; travel by 
ear: drawing against commissions; ref- 
erences. Address “R., 2622,” care J C-K. 


JEWELKY managers wanted; we have a 
large group of stores over the country 
and are interested in obtaining top 
flight jewelry men capable of managing 
stores; good salary and profit sharing 


arrangement: give full details “bout 
yourself, age and experience; replies 
confidential. Address “H., 1257," care 


J C-kK. a = 

SALESMAN wanted for manufacturer of 
tine line, suitable for best stores; 14K, 
sterling, G.I. charms, charm bracelets, 
chokers, earrings, tie slides, cuff links, 
buckles, key chains, religious medals 
and crosses; several territories open in 
Eastern and Midwestern states. Charm 
Craft Corp., 198 Broadway, N. Y. 38, 
me he 

SALESMAN wanted; excellent opportunity 
for top notch man with strong follow- 
ing for 1953, to represent highly re- 
garded line of diamond rings and mount- 
ings; we have been in business over 35 
years in established territories and en- 
joy excellent reputation. Klebanoff « 
Grossman, 74 W. 46th St., N. Y. 36, 
N.Y. . 

WANTED; competent watchmaker, good 
education and background; Bowman or 
Bradley trained, with five to 10 years’ 
bench experience; must be promotion- 
minded to take charge of watch repair 
department in Western Massachusetts 
jewelry store; state age, where em- 
ployed, salary expected and _ enclose 
photo. Address “*A., 1081,” care J C-K. 

MANAGERS and assistant managers 
needed by Alpert’s with stores located 
in Elmira, Corning and Cortland; we're 
expanding: if you’re looking for a real 
future, write full qualifications in con- 
fidence, age, starting salary desired and 
draft status, at once; here’s a real op- 
portunity for you. Write to Edwin 
Freed, care Alpert’s, Elmira, N. Y. 

SALESMAN with retail jewelry store 
following. by leading emblem line 
manufacturer for Southeast terri- 
tory, including Maryland, Virginia, 
North and South Carolina, Georgia, 
Alabama, Florida; non-conflicting 
side line permitted; give complete 
information of experience; replies 
strictly confidential. Address “F., 
1119,” care J C-K. 

SALESMAN wanted for Chicago, and one 
for Denver and their surrounding terri- 
tories: we manufacture diamond single 
stone rings, wedding rings, diamond 
watches and attachments, in platinum 
and gold ; splendid opportunity for hon- 
est conscientious man; liberal commis- 
sion; non-conflicting line acceptable; 
all replies confidential. Address “N., 

_ 1176,” care J C-K. 

A NATIONALLY known diamond ring 
house has several territories open 
for active salesmen with established 
following in Texas, Oklahoma. Ala- 
bama, Arkansas. Louisiana and Ten- 
nessee: very liberal drawing against 
commission; all information kept in 
Strict confidence: our salesmen know 
of this ad. Address “R., 1159,” care 

_ JC-K. 

SIDE line er full time: very old reputable 
concern has territories open for men 
with following, Pacific Coast, Southwest 
and Middle East: trade marked, un- 
spe packaged diamond line: displays, 
nsurance, etc. ; also wedding rings and 
nationally advertised watch attach- 


ments, lighters, watches: one or two 
grips. Address Circular 262, Room 1415, 























Heyworth Bldg., Chicago 2’ 





EXCELLENT opportunity, for gentle- 
man as manager of successful jewel- 
ry store; middle road store in South- 
ern City; we want topnotch man and 
we are willing to pay commensurate 
salary; must be top salesman, mer- 
chandiser, and have general stock 
accomplishment; write us good, full 
letter your history; will hold in con- 
fidence. Address “B., 1199,” care 
J C-K, 





SALESMEN (two) for established line of 
popular priced sterling silver hollow- 
ware; territories available: Midwest 
and Southwest; we are seeking men 
with established reputations among 
jewelers and department stores; our 
line is well known and we have many 
active customers ; no objection to a non- 
conflicting line; commission basis. <Ad- 
dress “E., 1221,” care J C-K. 





SALESMAN wanted for Pacific Coast 
by long established reputable manu- 
facturer of complete and _ semi- 
mounted diamond ring sets, fancy 
rings, diamond stone rings, and new 
patented lock sets; drawing account 
to an experienced man only; all ap- 
plications will be kept confidential. 
Morris Kaplan & Sons, 21 W. 46th 
St., New York 36, N. Y. 


SALESMEN; three salesmen to cover 
profitable dealer territories with 
popular price line of diamond and 
stone rings, wedding bands and ear- 
rings; one for Ohio, Michigan, In- 
diana, Kentucky; one for six New 
England States; one for Illinois, 
Missouri, Iowa, Minnesota, Wiscon- 
sin. Stern & Stern, Inc., Manufac- 
turing Jewelers since 1904, 216 E. 
45th St., New York 17, N. Y. 





SEVERAL good territories open to expe- 
rienced, productive jewelry salesmen, 
seeking to increase their earnings; long 
established manufacturer, wholesaler of 
costume jewelry; outstanding, o1iginally 
designed factory line, backed by full- 
seale advertising: from $1 to $15 re- 
tailers; non-conflicting side line per- 
missible; protected territories ; commis- 
sion basis; write full details in confi- 
dence. Address “D., 1268,” care J C-K. 








SALESMAN wanted; large manufacturer 
of popular priced line of silver plated 
hollowware, is open for gvod renresen- 
tation for the States of Texas, Louisi- 
ana, Tennessee, Oklahoma, Alabama, 
Mississippi and Arkansas; only those 
who have a following and can produce 
results need apply: drawing account or 
commission basis; no objections to one 
or two side lines. Address “G., 991,” 
care J C-K. 





_——— 


SALESMEN wanted: must have experi- 
ence and some following with retail 
jewelers; one for Ohio. Indiana, IIli- 
nois. Kentucky and Pennsylvania; 
ene for Minnesota, Iowa and States 
West; one of the largest outstanding 
lines of mounted diamond rings, dia- 
mond wedding rings; liberal com- 
missions and drawing account; ex- 
cellent opportunity. Address ‘“P., 
1127.” care J C-K. 


DIAMOND ring salesmen for well-estab- 
lished, expertly merchandised line that 
you will immediately recognize as su- 
perior, style-wise and price-wise: ac- 
customed to earning minimum of $10.- 
000: territories: New York § State. 
Metropolitan New York City or Midwest 
or Southwest: must carry no _ other 
lines: good earning opportunity with 
future if you have established follow- 
ing and know diamonds: drawing ac- 
count against commission. Address “T,., 
1154,” care J C-K. 








| 





SALESMAN for Middle West; oppor- 
tunity to connect with a manutfac- 
iurer of one of the couniry’s accept- 
ed and most progressive advertised 
lines of gold mountings and wedding 
rings to match, gents’ mountings; 
we are seeking a top-notch man 
only, with extensive experience and 
following among wholesalers and 
chain stores; replies confidential. 
Address “*N., 942,’ eare J C-K. 


SALESMIN wanted; manufacturer of 
nationally known diamond ring line has 
openings for two experienced and ag- 
gressive salesmen, with established tol- 
lowing, to cover the Southwest and 
Middle West; we have well established 
accounts among the retail jewelers in 
this territory, affording an excellent 
opportunity for the right man; liberal 
commission; give full details, experi- 
ence and territory in first letter; all in- 
quiries held confidential. Address “B., 
1190,” care J C-K. 


INTERESTED in a better connection 
for 1953; ring manufacturer of na- 
tional repute has splendid opportun- 
ity for a salesman with a following 
among the better retail and credit 
stores in the Southwest, to replace a 
member of the firm who desires to 
curtail his travelling; replies are in- 
vited from top-notch men only, 
stating qualifications, past experi- 
ence and references; strictest con- 
fidence. Address “S., 1162,” care 
J C-K. 


JEWELRY buyer, $12,000-$15,000; if 
you have had buying experience for 
a credit jewelry store and wish an 
unusual opportunity with a chain of 
credit department stores in the Mid 
West, write stating age and experi- 
ence; this position requires a knowl- 
edge of selling diamonds and jewel- 
ry, as well as the ability to train 
others; must be thoroughly experi- 
enced in setting up jewelry windows 
and displays. Address “N., 1156,” 
care J C-K. 

















SALES openings; a foremost manufac- 
turer of sterling silver hollowware 
has openings in several territories 
for top-notch salesmen with strong 
following, selling department stores, 
jewelers and better gift shops; this 
is not just another hollowware line 
but a highly styled specialty one; 
other non-competitive line permit- 
ted: commission basis; open terri- 
tories in South, Southwest, Mid- 
west, Far West and Northwest; all 
communications confidential. Ad- 


dress **M., 1090,” care J C-K. 





NEW YORK ring manufacturer, in 
business over 50 years, seeking sales- 
men calling on credit jewelers in all 
territories; considered one of most 
outstanding and promotional ring 
lines in nation: recently purchased 
all of Ostby & Barton models; very 
promotionally minded; creators of 
Lloyds diamond rings and outstand- 
ing wedding rings: our salesmen 
know of this ad; onlv substantial 
producers with excellert background 
need apply. K. Polishook & Son 
Corp., 31 W. 47th St., New York 
City. 





(Continued on page 180) 
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SALESMEN wanted; several experi- 
enced salesmen for exclusive terri- 
tory, by progressive producers of 
low priced diamond rings advertised 
to every retail jeweler; the most 
compact line of diamond bridal sets, 
Princess rings, and gold wedding 
bands; easy to display in six trays; 
very competitive prices; advance 
drawings against commissions; no 
objections to non-conflicting mer- 
chandise; give full details first letter. 
Address “N., 1207,’ care J C-K. 


SUPERIOR salesman; important; na- 
tionally known loose diamond house, 
has unusual opening for superior 
type salesman; must travel exten- 
sively, possess ability to sell large 
users, push promotions that will 
augment retailers’ and jobbers’ 
sales; background in this special 
field important but not necessarily 
essential if applicant can show 
adaptability; outstanding opportun- 
ity for right individual; excellent 
drawing account and earnings possi- 
bilities; write in confidence giving 
complete business background; our 
entire sales and executive staff knows 
about this ad. Address “B.. 1213.” 
care J C-K. 





For Sale 


Stores, Stocks and Businesses 











JEWELRY store in Muncie, Ind.: must 
sell; will sacrifice: good repair busi- 
ness. Dr. W. G. Ireland, Bluffton, Ind. 








WELL established jewelry store and 
stock; doing business 25 years: fine 


location : must sell on account of health. 
C. F. Allen, 712 New St., Clio, Mich. 


MODERN jewelry store, established 29 
years; $30,000 stock; good live city in 
Central New York State; stock, fixtures 
and lease, $40,000. Address “C., 1166,” 
care J C-K. 


WHOLESALE jeweler and trade_ shop, 
with large retail following, located in 
Central New York: opportunity for all 
around jeweler; excellent reason for 
selling. Address “E., 1255,’’ care J C-K. 


ESTABLISHED jewelry store since 1890: 
excellent repair business; good for 
credit jewelers: 30 miles from New 
York City; no auctioneers. Address “F., 
1145,”’ care J C-K. 

DOWNTOWN New York watch and clock 
repair business; established 26 years: 
some selling, high grade clocks and 
watches; opportunity to build up good 
retail trade; owner wishes to retire. 
Address “F., 1203,’’ care J C-K. 

JEWELRY store, established 20 vears: 
good watch and jewelry repairs: watch 
and jewelry shop and balcony: low rent 
or lease: also lots of trade work avail- 
able. Fairfax Jewelers. 5°35 Foothill 
Boulevard, Oakland 1, Calif. 


JEWELRY store for sale: due to ill 
health T must sell my store; very mod- 
ern and well established: selling price 
very reasonable. Michael Mienella, 
Santa Fe Time Inspector, 135 N. Cortez, 
Prescott, Ariz. 


FOR SALE: modern up-to-date jewelry 
store, Southwest Ohio; good going busi- 
ness; clean stock of good name brands: 
plenty watch and jewelry repairs: wil! 
sacrifice : reason for selling, other busi 
— interest. Address “F., 1224,” care 















































JEWELRY store in State of Washington: 
good payroll town of 6000: clean stock: 
Elgin, Hamilton, Wyler: established 10 
years; opportunity for watchmaker; 
approximately $6,500; can reduce in- 
ventory; must he cash. Address “M., 
1155,” care J C-K. 


— 


JEWELRY store in fast growing Cen- 
tral Florida City; modern fixtures; 
clean stock; leading watch and jewel- 
ry lines; good repair department; 
inventory approximately $25,000; 
must sell immediately because of 
illness. Address “C., 1161,”’ care 
J C-K. 





MODERN jewelry store, in heart of pros- 
perous Connecticut city ; air conditioned ; 
low rent; 12% years lease; yearly busi- 
ness volume for last 14 years, from 
$50,000 to $95,000; reputable repairs 
from $10,000 to $15,000; will sell with- 
out stock; net cash $10,000; excellent 
financial status; reason, retiring. Ad- 
dress “‘G., 1146,” care J C-K. 





FACTORY of well known diamond 
bunch rings manufacturer, estab- 
lished over half century; located 
New York City (Midtown); modern, 
ideal, operating jewelry shop, fully 
equipped for all work on premises; 
annual producing capacity seven fig- 
ures; give bank reference. Address 


**A., 1248,” care J C-K. 











FACTORY for sale, because of illness; 
I. S. Manufacturing Co., 83 Canal St., 
New York, selling out; established 
jewelry business fully equipped for 
manufacturing; a complete casting de- 
partment, stamping, rollers, polishing, 
molds, models, plus many other articles 
which cannot be described; could be 
sold complete or by pieces. 





OLD established jewelry business for 
sale, after January 1, 1953; located 
in thriving city, county seat on Gulf 
Coast of Texas; cattle raising, oil, 
diversified farming and near many 
industries; standard lines; reason, 
wish to retire; annual sales over 
$100.000; inventory about $80,000; 
good location, low rent, air condi- 
tioned. Address “G., 1168,” care 
J C-K. 





LEADING jewelry’ store, Dyersburg, 
Tenn.; 15,000 population, 100 per cent 
location, attractive lease; all leading 
lines silver, china, crystal and watches 
available; air-conditioning new; annual 
business $60,000; can be increased; op- 
tometrist will share part of rent; fix- 
tures, air conditioning, safes, cash 
register, displays and other equipment 
$7,500: no stock. Hobbs Jewelry Co., 
Tel 786, Dyersburg, Tenn. Est. 1904. 





MODERN, beautiful, credit jewelry 
store; 100 per cent location in 
thriving Southwest Los Angeles com- 
munity; good lease; all nationally 
known lines; clean up-to-date stock ; 
good active accounts; inventory, fix- 
tures and accounts receivable, ap- 
proximately $45,000; excellent op- 
portunity for right party; good 
reason for selling. Address ‘“‘P.., 


1157,.”’ eare J C-K. 





TERRIFIC value; jewelry manufactur- 
ing plant, fully equipped, centrifugal 
casting, benches, polishing machines, 
rhodium plating, etc., newly deco- 
rated glass partition offices, venetian 
blinds, finest electrical ceiling fix- 
tures, windows all sides; large air 
pressure walk-in vault, air-condi- 
tioned; many extras; all on one 
entire floor, 1750 square feet; ideal 
location West 47th St., Manhattan; 
very satisfactory transferable lease ; 
no reasonable offer refused; oc- 
cupancy January 1, 1953. K. Pollis- 
hook & Son Corp., 31 W. 47th St., 
New York City. 











For Sale 


Tools, Equipments 











USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien 
220 W. Fifth St., Los Angeles 13, Calif’ 

TWO jewelers’ polishing machines, Lej- 
man type; good condition. Century Ox. 
ford Mfg. Corp., 200-60th St., Brook- 
lyn, N. Y 

JELENKO casting machine; burn-out 
furnace: vacuum inverting unit; per. 
fection waxing machine and vulcanizer 
for thermatrol ring casting. White 
Bros. Co., New Orleans, La. 











Business Opportunities 





ee 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annouwnce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 








PARTNER-salesman, with capital; estab- 
lished New York manufacturer of gold 
rings. Address “D., 1247,” care J C-K. 


LOUIS LENHOFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd., Detroit 6, Mich. Phone: Tyler 
6-0439. 


AUCTIONS; successfully and ethically 
conducted anywhere in the country, 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 

PARTNER wanted, with capital, by 
New York manufacturer of gold 
rings and mountings; established, 
going business. Address “*H., 1022,” 
eare J C-K. 


AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in ac- 
tual eash results for 24 jewelers. 


Thomas J. Faussett, Howell, Mich. 
M. C. MAXWELL, exclusive jewelers’ 


auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. | 


GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 35. oe 

COLMES' BROS., cash buyers and 

liquidators of jewelry stores; inter- 

view arranged at our expense; best 
bank and trade references. Write, 

Max Colmes, Room 333, 18 Tre- 


mont St.. Boston, Mass. 


AUCTIONEER; 10. successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon: 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave. 
Chicago 26, Briargate 4-7303. 


ATTENTION Mr. Jeweler; want to sell 
out, reduce stock, raise cash, removal, 
remodel. Robert E. Jones Sales Co. 
Auctioneers, flat sale conductors: Wé 
buy, we conduct sale for you. Phone 
KE 1-8683, Cleveland, Ohio. 25 years 
experience in over 500 stores. 

SAMUEL GANSBURG will buy your sur- 
plus or entire stock and fixtures 0 
estates for cash: my direct outlet en- 
ables me to pay you higher prices: bank 
and trade references of the _ highest 
character. Write. 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 
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BUSINESS OPPORTUNITIES—Cont, 
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WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 








WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 


CASH for you immediately; R. A, Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references; Dun & 
Bradstreet, Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 








DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses ; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave.. New York 19, N. Y. Telephone 
Pl. 7-4693. 

WANTED; live wire partner of experi- 

ence in retail jewelry business to in- 

vest $5,000, to become partner of good 
cash going business in Monterey, Calif. ; 
will guarantee partner $7,500 a year, 
drawing every week with privilege of 
net profits divided, and I will leave 
$20,000 worth of stock with two year 
lease; dealer retiring; great chance for 
success, being near Fort Ord Army 

Training Camp and Language School, 

Presidio, as well as Naval Training 

Base; can renew lease after expired. 

Address “‘T., 1185,” care J C-K. 

AM ready to pay you cash, dollar 

for dollar, for your stock, providing 

you have been an established cash 
jeweler for a period of years and en- 

Joy a good reputation; I will take 

stock over as a going, or going-out 

of business ; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence held 
in strict confidence. Herman Kim- 
mel, 48 W. 48th Street, Room 1309, 
New York, N. Y. 





oe 





— 
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Wanted to Purchase 


(ee 





CASH for used watchmakers’ and jewel- 
ers. tools, lathes, cleaning machines, 
staking tools, ete. R. P. Gallien, 220 
V. Fifth St.. Los Angeles 13, Calif. 





IF you have a store or stores for sale, at 
a tair price, located in the Southeast, 
we are interested in buying; ail intor- 
mation contidential. Address “R., 168,” 
care J C-k. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2015 
W. North Ave., Chicago 47, Ill. 





WILL purchase for cash, an established 
cash or credit store located in North 
Carolina or neighboring States; must 
have possibilities for an active promo- 
tion minded individual with successful 
background; replies confidential. Ad- 
dress “G., 769,” care J C-K. 





WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etc., correspon- 
dence invited; references; Houston 
National Bank, Houston, Texas, 
Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 6th floor M&M Bldg., 


Houston 2, Texas. 





JEWELRY store wanted; want old estab- 
lished cash jewelry store in small or 
medium size town; not interested in 
fancy fixtures or expensive store im- 
provements, but no objection to mod- 
erate amount of older stock at current 
value; will make immediate deal for 
spot cash if price is right; please give 
years in business, value of inventory 
and price. Address “B., 1136,” care 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
we'll pay cash for it without hem- 
ming and hawing; wire or write your 
proposition or call. Ref.: Jeweler’s 
Board of Trade, Dun & Bradstreet. 
Manufacturers Trust Co., N. Y. 
Frank Pollak & Sons, since 1905, 
72 Bowery, New York, N. Y. Phone 
Canal 6-2854. 


CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices: 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.: 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 











Watch Work, etc., for 
the Trade 





WATCH repairing for the trade, price list 
and reference upon request. M. J. Gallo, 
922 N. Plum St., Lancaster, Pa. Tele- 
phone 2-3788. 





BOSTON, Mass.: expert and guaranteed 
watch repairing; prompt service; prices 
on request: mail orders invited; David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 


COMPLICATED and regular repairs ac- 
cepted for complete or partial work: 
trade price list on request. Howard 
Simon, Huron St., Lake Ronkonkoma, 
N. Y. 


BOSTON, Mass.: guaranteed trade watch 
repairing; fair prices; watches elec- 
tronically timed; efficient, dependable 
mail service; prices on request. Sidney 
C. Gordon, 333 Washington St., 











SPECIALIZING in repairing chronographs 
and all types of watches; all watches 
timed by the Watchmaster; guaranteed 
service: I. Altay, 22 W. 48th St., New 
York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





KNOW your vibrator; mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. 


TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 











Special Order Work and 
Repairs for the Trade 





ALL style beads restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. ae 


NECKLACES  restrung, plain, fancy 
knotted: 24 hour service, 35¢, etc.; 
terms, findings. Mrs. R. J. Potter, 169 
E. Quincy Rd., Riverside, Ill. 


PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 











EASY profits; ring stone replacements ; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. lI. 





MAKE our shop, your shop; every- 
thing from small jewelry repairs to 
large special orders; match heirloom 
and antique jewelry; try us; send us 
a few jobs. Oscar Caplan & Sons, 
207 W. Saratoga St., Baltimore, Md. 


COMPLETE jewelry service, diamond 
setting, sizing, special orders, re- 
pairs, polishing and platinumizing, 
accomplished with speed and 
guaranteed workmanship. Evans & 
Co., 36 W. 47th St., New York 36, 
N. Y. 


STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials military insig- 
nias; fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 
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Miscellaneous 








WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students: $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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at their 
very finest 


WING DACKS “vers. 


smooth action springs 












































































































































First with the Jewelry Industry. 
Your choice of two distinctive : 
designs. The snap opening = 
—snap closing is mechanically = 
perfect. Immediate delivery 

out of stock. 
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#2—14K, SILVER 
OR GOLD FILLED 






+1—14K GOLD 





sydney 


102 CANAL STREET, NEW YORK 2,N. Y. ¢ CAnal 6-3802 





BDerman &CO,, inc. 


| 


| 
| 


FINE CLASPS FOR BRACELETS & NECKLACES 


Made in Sterling, 10Kt, 14Kt and 14Kt White 
Made for 1, 2 or 3 strands. 


W. R. C. Quality Findings 


Our 75 years’ service to jewelers everywhere 
has given us leadership in our field. 


ORDER FROM YOUR MATERIAL JOBBER 





101 SABIN STREET 
PROVIDENCE 3, R. |. 


If you haven’t a 
WRC Catalog, 
write for one now. 














attention 
manufacturers 


Well known wholesale jewelry house, with 
ample display facilities, located in the 
heart of Chicago’s “loop” for 40 years, 
desires exclusive representation of factory 
lines in the Middle West on straight com- 
mission basis. Gold filled, solid gold or 
platinum jewelry, silver hollowware, nov- 
elties and kindred items ... or any good 
item which will appeal to the retail jewel- 
er, gift shop or department store. 


Excellent references. All correspon- 
dence treated with utmost confidence. 


Reply to: Box 263, Care 


JEWELERS’ CIRCULAR-KEYSTONE 


29 E. MADISON ST., CHICAGO 2, ILL. 

















DIAMOND SALESMAN 


WANTED FOR MIDWEST 


Territory covering approximately 


Illinois, Iowa, Minnesota. Ne- 
braska and Dakotas. Must be thor- 
oughly familiar with territory. 
Have good opportunity for top- 
notch man. Applications treated 
confidentially. 

EICHBERG & CO... INC. 

211 Fifth Avenue, New York, N. Y. 
Murray Hill 2-4723 











THE JEWELERS’ CIRCULAR-KEYSTONE 


W. R. COBB CO. | 
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A RESOLUTION FOR MORE SPREAD 


Though the sales volume of the jewelry business in- 
creased during the past year, the increase in many stores 
was not enough to offset the increased costs of operation 
and maintain the previous profit ratio. Because of this 
tendency to a lower rate of net profit many merchants 
have turned on their manufacturers with a request for 
bigger markups. Inasmuch as labor organizations have 
succeeded in cutting into the profit take of the manu- 
facturer, why shouldn’t the distributive organizations 
which are as essential as the manufacturing force, come 
in for a bigger bite? 

There is one good reason. Both the manufacturer and 
the retailer are business men. They recognize the de- 
pendence of each upon the other and they know that 
any sudden and substantially bigger markup must mean 
less quality in the merchandise or higher prices. Both 
the retailer and the manufacturer also know that in the 
present market neither of these is desirable. 

Perhaps that is why, here and there a retailer, in seek- 
ing a solution to the problem of dwindling net, toys with 
the idea of lower retail prices through lower markup 
to increase his volume—and reduced overhead through 
cheaper store equipment, fewer free services. to establish 
a profitable margin. 

Maybe some day such an evolution will materialize, 
but it cannot take place over night. In the meantime. 
the retailers’ net profits must be protected and if pos- 
sible increased. 

Let us, for a better perspective, turn back the years 
to the time when retail markups were not as high as 
they are today. 

In those days it was a general rule that the good name 
of the retailer meant more to the customer than the trade 
mark of the manufacturer. The retailer bought his mer- 
chandise on his experienced appraisal. He established 
in his locality a demand for the merchandise and a confi- 
dence and a loyalty for his store which resulted in the 
public seeking and accepting the merchants’ recommenda- 
tion of a product. The merchant paid for advertising his 
store, his products and his services. He paid for his 
literature, his displays and his boxes, and did much of 
the guarantee servicing in his own store. 

Then, along came big national advertising by the 
manufacturers who increased the demand for their prod- 
ucts, reduced their costs by mass production and in order 
to create a far-flung distributive retail organization 
passed on a share of their reduced manufacturing costs 
in the form of bigger markups. Other manufacturers 
came along and in order to get outlets, gave still higher 
markups. Meanwhile, the growth of the country and the 
increasing effectiveness of manufacturing research and 
advertising techniques justified this business procedure. 

Today, after some fifty years development of this sys- 
tem, we find the manufacturer doing many of the things 
formerly considered the job of the retailer. Perhaps 
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that is why some few retailers today, anxious to maintain | 
their independence and to more closely control their : 
destiny are spending their money locally to promote | 
their own lines, sell their own name, determine their own 
markup and protect themselves from predatory, under. 
the-counter or openly operating price cutters in their 
community. | 

Anyhow, today manufacturers of jewelry store items 
are spending from 3 to 10 percent of their gross in ad. 
vertising to the jewelers’ customers. (On retail prices 
this represents 6 to 20 percent.) Then, in an effort to 
protect their national advertising investment, they spend 
additional money to supply their dealers with follow. 
through material such as displays, literature, dramatic 
boxes, radio commercials, publicity—and some even bear 
a share of the jeweler’s local newspaper advertising and 
the training of sales clerks. 

These things which the manufacturer is now paying 
for, represent expenses which traditionally were expenses 
of the retail operator. 

At this point we feel our audience shifting restlessly 
as if to say, “So what?” 

To answer in like, we reply, “Them’s the conditions 
what prevails.” 

In other words, there are but a few practical courses 
open for the retailer seeking to increase his profit ratio. 
He can either increase his volume by operating a pine- 
board, low-priced house, or increase his markups by de- 
veloping himself locally on the basis of his own name and 
brands or he can increase his volume and reduce his 
overhead by taking advantage of the millions and millions 
being spent in his behalf by manufacturers. 

He can identify his store with the national advertising 
of manufacturers. (One issue of one national magazine 
alone, carried a half a million dollars’ worth of adver: 
tising directing consumers to local jewelry stores.) He 
can certainly make use of furnished displays especially 
designed to attract those who see the advertisements. 
He can display and use the attractive boxes in which 
the manufacturer has packaged his goods. He can take 
advantage of newspaper ad mats which are provided and 
intelligently apply advertising allowances when offered 
by manufacturers. He can mail out the literature fur- 
nished by manufacturers and cash in on the many pro: — 
motional plans provided. He can borrow the motion — 
picture films which several manufacturers provide for | 
his showing to local assemblages. He can establish a ~ 
sales training program for his clerks, based on the proven 
procedures and using the material offered by manufac: 
turers. 

He can make use. steady and continued use, of the’ 
benefits provided through the advertising and dealer re 
lation departments of the big manufacturers. . 

This money is being spent by manufacturers to per 
petuate the present system of distribution. You should | 
vse it to perpetuate your business, reduce your selling” 
expenses and restore your profit ratio. : 
There is no better time than right now, to resolve to” 
do so. | 
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